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February  8,  1983 


W.  J.  Carroll 


Jim, 

Attached  is  a  smooth  draft  of  the  Incentives/Value  Added  package 
I  was  showing  you  last  week.    We  have  put  on  some  quantification 
and  will  undoubtedly  be  able  to  add  more  as  vie  move  forward. 
However,  at  this  time,  I  think  the  value  to  be  realized  is  by 
placing  this  document  in  the  hands  of  the  Segment  Managers  for 
use  in  developing  their  individual  vendor  presentations. 

Would  appreciate  any  feedback  or  comments  either  to  Mike  Cameron 
during  my  absence  or  directly  after  February  15,  lt83. 

I  am  not  sure  about  the  consultant  relative  to  the  value  that  might 
be  added  in  the  areas  of  quantification.    Can  we  hold  until  after 
I  get  back? 


attachment 

cc:    R.  Meade 

M.  Cameron 

K.  Matte 

J.  Leonard 

R.  Bozzomo 

M.  Davis 

K.  Dolsky 
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For  Discussion  Purposes  Only 


INCENTIVES  AND  VALUES 
of 

INTERMEDIARY  MARKETING 


INTRODUCTION 

The  concept  of  marketing  our  services  through  intermediaries  requires  that 
they  either  include  ATTIX  services  with  their  products  as  a  "package"  or 
that  they  recommend  a  solution  to  an  end  user,  which  includes  our  services. 
The  basic  requirement  to  achieve  this  is  that  we  have  a  proper  marketing 
mix  (product,  price,  etc.)  to  be  an  appropriate  solution  for  the  end  user. 
It  must  also  be  compatible  and  consistent  with  the  intermediary's  own 
marketing  mix.     (i.e.,  A  terminal  manufacturer  whose  strategy  is  based  on 
price  competition  is  inlikely  to  include  a  premium  price  network  as  part 
of  his  package.)    It  is  generally  accepted  that  meeting  this  basic  require- 
ment will  not  always  offer  sufficient  motivation  to  an  intermediary.  In 
some  cases,  additional  incentives  will  be  required  to  assure  that 
intermediary  channels  will  be  available  to  us. 

This  paper  is  an  attempt  to  describe  some  of  these  incentives,  and  the  value 
they  potentially  carry  as  viewed  by  the  intermediary  vendors  themselves. 
It  also  points  out  some  of  the  potential  advantages,  disadvantages,  issues 
and  concerns  surrounding  the  use  of  each  area  discussed.    The  incentives 
have  been  grouped  into 'families"  which  are  discussed  in  the  following 
section.    Each  category  contains  elements  which  are  fairly  basic  and 
non-controversial.    They  also  contain  elements  which  we  may  be  constrained 
from  doing  or  are  inconsistent  with  current  policy.    At  present,  it  appears 
that  the  latter  group  will  be  more  popular  with  potential  intermediaries. 
The  chart  in  Attachment  A  is  from  two  different  perspectives  (marketing  mix 
and  co-supply/co-raarketing).    Attachment  B  steps  through  their  potential 
use  in  a  hypothetical  project. 
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INCENTIVES/VALUES 

OF 

INTERMEDIARY  MARKETING 


ATTIX  CONTRIBUTION  (INCENTIVES) 
0    BELL  SYSTEM  CAPABILITY/IMAGE 

-  Image  of  ATTIX  (Bell  System)  as  responsible 
corporate  citizen  committed  to  meeting  obligations. 
Also,  its  depth  in  terms  of  personnel  numbers, 
quality,  dedication  and  commitment  to  community. 

-  Financial  stability  and  reputation. 

-  Technological  capability/reputation. 

-  Commitment  to  service  and  all  it  entails. 

-  Range  of  services  offered  and  background/experience 
In  operating  In  multiple  markets. 

-  Market  knowledge,  market  leader  position  and 
research  capabilities. 

-  Presence  in  virtually  all  domestic  markets, 
coupled  with  strength  in  international 
forums /marketplace . 


VALUE  TO  INTERMEDIARY 


0  QUALITATIVC 


Alignment  with  ATTIX  and  the  Bell  System  image  is 
solid,  reliable,  dependable  and  top  quality. 


Avoids  any  potential  problems  of  being  able  to 
deliver  and  support  offerings. 

Access  to  Bell  Laboratories  basic  and  applied 
research  capabilities. 

Brings  strength  (and  tradition)  of  service  to 
Intermediary  product  line. 

Sharing  of  knowledge  gained  from  sizeable  marketing 
and  sales  experience  In  telecommunications. 

Access  to  overseas/international  community  for 
select  hardware/applications. 


INCENTIVES/VALUES 

OF 

INTERMEDIARY  MARKETING 


ATTIX  CONTRIBUTION  (INCEMTIVES) 
0   THE  NETWORK    (i .e.  Service  Base) 

-  Often  referred  to  as  a  national  asset,  the 
ubiquity,  quality  and  intelligence  of  the  ATTIX 
inter-LATA  network  cannot  be  overstated.  Mew 
technology  is  constantly  being  introduced  that 
adds  functionality  and  flexibility  to  this  inte- 
grated engineering  marvel.    As  the  burden  of 
supporting  local  exchange  costs  is  removed,  the 
image  of  high  quality  will  be  retained  but  prices 
can  be  more  closely  aligned  with  actual  costs. 

-  Newly  announced  capabilities  (CSDC,  AGTC)  and 
service  offerings  (TDS,  HSSDS)  offer  connectivity, 
excellent  performance  and  high  value. 

-  Established  presence  coupled  with  new  technology 
continue  to  provide  more  value  from  existing/ 
modified  technologies. 

-  Manpower  savings  arising  from  overbuilds,  software 
enhancements  and  new  technology  integration  into  a 
dynamic  network  make  possible  unlimited  future 
offerings. 


VALUE  TO  INTERMEDIARY 
0  QUALITATIVE 

-  Alignment  with  existing  and  emerging  ATTIX  services. 

-  ATTIX  has  a  network  architecture  that  provides  a 
broad  range  of  service  offerings  which  can  support 
virtually  any  customer  need.    Therefore,  the 
intermediary  will  have  a  full  range  of  network 
solutions  to  match  against  his  own  product  offerings. 

The  ATTIX  service  line  will  allow  a  vendor  to  be 

associated  with  a  carrier  offering  the  highest  quality 

network  offerings  as  measured  by  the  following 
parameters : 

Connectivity: 

.    The  ATTIX  family  of  emerging  network  capabilities 
offers  unequaled  coverage  of  evolving  needs  for 
various  kinds  of  information  transfer.  These 
span  all  traffic  types  (digital/analog,  bursty/ 
continuous,  various  speed  and  volume  requirement* 
offer  maximum  ubiquity,  and  will  incorporate 
high-capacity  services  with  capability  allocatior 
available  where  needed. 


Functionality: 


ATTIX  services  will  incorporate  a  key 

architectural  element  which  will  drive  unique 
capabilities,  including  specialized  routing  and 
billing  features,  flexible  systems  management 
and  customer  control. 
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INCENTIVES/VALUES 

OF 

INTERMEniARY  MARKETING 


ATT IX  CONTRIBUTIOK  (INCENTIVES)  VALUE  TO  INTERMEDIARY 

0    THE  NETWORK    (i.e.  Service  Base)  0    QUALITATIVE  (continued) 

Performance : 


.    ATTIX  capabilities  in  provisioning,  network 
management  and  service  assurance  are  unmatche' 
Emerging  methods  promise  improved  provisionin 
reconfiguration  and  reliability  with  increasei 
customer  participation'. 

Cost-Effectiveness 

.    The  ATTIX  services  are  technologically  well 

based  and  are  uniquely  positioned  to  reap  cos1 
benefits  from  emerging  technologies.  This 
benefit  derives  from  a  "rich"  technological 
base  which  coupled  with  a  pricing  philosophy 
recognized  the  need  to  more  tightly  link  prici 
to  economic  cost  in  the  increasingly  competi- 
tive information  transfer  market. 


0  QUANTITATIVE 

-  Ubiquitous  full  service  line  means  fewer  people 
to  deal  with  for  pricing,  availability,  compati- 
bility, implementation,  etc.    This  can  translate 
into  expense  and  savings. 

-  Viewing  ATTIX  as  provider  and  agent  for  premise  to 
premise  connectivity  can  save  implementation  costs 
on  every  CPE  sale  involving  transport. 


ATTIX  CONTRIBUTION  (INCENTIVES) 


OF 

INTERMEDIARY 


0    DEVELOPMENTAL  SUPPORT 

-    The  concept  of  developmental  selling  clearly 
Is  a  high  priority  of  Intermediary  Marketing. 
Network-based  services  can  provide  high  value  in 
terms  of  functionality  to  match  existing  or  newly 
developed  terminal/interface  equipment,  but  it  is 
essential  that  a  match  exists  for  either  party 
to  benefit.    The  role  of  Developmental  Relations 
is  to  facilitate  the  communications  and  timing  of 
interactions  between  the  emerging  ATTIX  services 
and  suppliers  of  connecting  equipment  in  order  to 
provide  a  complete  capability  to  the  marketplace. 

There  are  three  identifiable  aspects  to  this 

support  plan: 

Documentation  of  a  new  network  capability. 
Proposed  interface  specifications  and  per- 
formance parameters  for  a  new  capability  are 
developed  by  BTL  and  used  by  AT81T  to  compose 
technical  references  for  public  release  in 
a  timely  manner. 

.    Vendor  interaction  in  the  form  of  technical 
discussions  serve  to  clear  up  questions  or 
ambiguities  in  network  capability  descrip- 
tions and  interface  specifications, 

.    Testing  assistance  -  Prior  to  service  intro- 
duction, a  laboratory  simulation  of  the 
network  service  should  be  made  available. 
This  will  allow  vendors  to  determine  the 
feasibility  of  their  equipment  design.  When 
the  network  capability  begins  to  be  deployed, 
arrangements  will  be  made  to  allow  early  net- 
work facility  applications  testing.  This 
will  allow  vendors  to  operate  their  product 
with  actual  network  facilities. 


MARKETING 


VALUE  TO  INTERMEDIARY 
0  QUALITATIVE 

-  The  values  associated  with  developmental  support 
relate  to  improved  product  planning,  developing 
new  opportunities  and  the  assurance  of  technical 
compatibility  with  network  offerings. 

-  Such  support  is  critical  to  ensuring  that  an 
intermediary  vendor's  product  works  properly  with 
the  companion  network  capability  and  is  introduced 
in  a  timely  and  efficient  manner. 

-  ATTIX's  experience  and  position  of  respect  in 
various  standards  forums  represents  a  high  degree 
of  influence  on  evolving  telecommunications  inter- 
faces.   Early,  coordinated  relationships  between 
ATTIX  and  interested  equipment  vendors,  could  go 
far  to  avoid  wasteful /unwarranted  forays  into  the 
world  of  incompatibility.    The  end  result  would 

be  more  beneficial  and  less  expensive  to 
the  ultimate  customer. 

-  Assurance  that  a  new  product  line  will  match  with 

a  newly  emerging  network  capability  can  enhance 
a  vendor's  reputation  and  allow  for  coordinated 
introduction  at  a  much  lower  cost  in  dollars  and 
frustration  to  both  parties. 

-  Opportunity  would  exist  for  vendor  to  input  the 

ATTIX  developmental  process  as  to  network  offerings 
or  modifications  that  complement  the  vendor  system. 

0  QUANTITATIVE 

-  Technical  support  provided  by  Bell  Labs  in  form  of 

technical  interface  requirements  and  testing  capa- 
bility can  reduce  total  development  time  and  expense 


ATTIX  CONTRIBUTIOH  (INCENTIVES) 


or 

INTERMEDIARY 


0    INFORMATION  FLOW 

-    We  possess  a  tremendous  amount  of  information  that 
is  potentially  of  great  value  to  an  intermediary. 
This  information  could  be  about  our  services,  and 
future  plans,  the  markets  we  serve,  market  research 
about  specific  applications,  etc.    As  with  the 
other  incentives,  this  information  can  be  used  in  a 
variety  of  ways.    The  simplest  is  referring  an 
inquiry  to  publicly  available  documents  such  as 
technical  references.    Another  method  would  be  an 
ongoing  communications  program,  such  as  a  newsletter. 
This  should  address  a  wide  constituency  with  a 
need  for  frequent  non-complex  updates.    For  more 
complex  or  on  demand  needs,  providing  an  industry 
point  of  contact  can  be  a  valuable  tool.  These 
types  of  programs  are  typical  of  the  Consultant 
Liaison  function,  but  could  be  of  benefit  to  other 
segments  as  wel 1 . 

Sharing  market  data  or  research  can  be  very 
valuable  in  an  exclusive  partnership  as  long  as  it 
was  not  obtained  by  virtue  of  a  proprietary 
customer  relationship  associated  with  any  monopoly 
position  we  hold.    In  addition,  sharing  research 
about  a  market  opportunity  with  an  Industry  group 
can  stimulate  terminal  development  to  support 
emerging  network  services. 
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MARKETING 

VALUE  TO  INTERMEDIARY 


0  QUALITATIVE 


-  Technical  Information  regarding  our  existing 

or  emerging  services  can  be  invaluable  to  a  vendor' 
product  planning  process.    They  can  use  this  input 

to  develop  new  products,  assure  technical 
compatibility  with  the  network  and  schedule  their 
manufacturing  to  ensure  timely,  profitable  deploy- 
ment.   Market  based  information  can  also  identify 
product  requirements,  provide  new  target  markets 
and  improve  their  ability  to  forecast  demand. 

-  An  additional  value  is  the  vendor's  perception  of 
having  the  ability  to  influence  the  planning 
process,  through  shared  information. 

Sharing  of  market  information  (size  applications, 
growth,  trends,  etc.)  can  save  both  parties  unnces- 

sary  duplicative  research  efforts  and/or  provide 
reasonabi 1 i ty  checks  on  separately  developed  market 
projections . 

0  QUANTITATIVE 

-  Sharing  of  marekt  research/forecast  information  cou 
have  value  of  $50-100,000  depending  on  the  service 
or  application. 

-  Access  to  sale  opportunities  identified  by  27  indep 
Industry  analyses. 

-  Salesman  access  to  service  and  pricing  (tariff) 
information  avoids  expense  of  purchase,  filing 
updating  and  distributing  transport  cost  informatio 
....perhaps  a  second  visit  to  customer  at  $100+ 
per  contact. 


OF 

INTERMEDIARY 


ATTIX  CONTRIBUTION  (INCENTIVES) 
0  NETWORKING 

-  An  inherent  strength  of  ATTIX  is  tlie  design,  implemen- 
tation and  management  of  specialized  voice  and/or 
data  networks.    Providing  these  functions  to  hardware 
vendors  allows  them  to  give  complete  recommendations 
to  their  customers  and  differentiate  their,  often 
"me-too,"  products  from  their  competitors.    This  area 
of  incentives  represents  perhaps  the  best  mturn  for 
ATTIX,  since  we  will  only  design,  implement  and  manage 
networks  that  consist  of  our  services. 

-  The  simplest  form  of  support  in  this  area  is  to  pro- 
vide a  single  point  of  contact  (SPOC)  for  a  vendor 
acting  as  a  customer's  agent.    This  SPOC  could  oversee 
the  order  writing,  installation  and  testing  of  the 
entire  network.    While  this  has  been  a  common  treat- 
ment for  National  Accounts,  smaller  customers  and 
agents  typically  have  had  to  deal  with  each 
involved  BOC  or  Independent  Telco  as  well  as  Long 
Lines. 

-  Another  area  of  support  is  network  design.    This  can 

be  ad  hoc  in  nature  as  in  helping  a  vendor  respond  to 
a  particularly  complex  RFP,  or  it  could  be  an  ongoing 
partnership  with  CSR's  assigned  to  support  the 
intermediary's  sales  force.    Current  plans  call  for 
this  type  of  support  to  be  "back  office"  in  nature, 
but  another  consideration  could  be  joint  presenta- 
tions to  a  customer.    This  would  provide,  in  effect, 
an  ATTIX  endorsement    of  the  vendor's  proposal  which 
could  Increase  the  probability  of  sale. 
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VALUE  TO  INTERMEDIARY 


0  QUALITATIVE 

-  The  value  of  ATTIX  performing  network  design,  implemer 
tation  or  administration  functions  comes  in  work 
performed  by  ATTIX,  i.e.,  the  quality  of  the  design 
itself  and  the  proven  effectiveness  of  ATRT  switch 
service  coordination,  project  implementation  procedure 
and  ongoing  network  adminsitration  and  maintenance. 
This  is  true  whether  talking  simple  V/ATS  studies,  larg 
multi-point  integrated  data  networks  or  multiple  hub 
ETN  networks. 

-  For  a  vendor  who  currently  provides  networking,  the 
value  lies  in  high  quality  at  reduced  cost. 

-  For  a  vendor  who  does  not  currently  perform  any  of 
these  functions,  adding  them  to  their  marketing  mix  ca 
positively  differentiate  their  package  from  other  vend 
The  qualitative  value  of  being  able  to  provide  complet 
solutions  will  be  very  important  to  many  intermediarie 
This  can  take  several  forms  such  as  justification  of 

a  premium  price,  higher  success  rates  relating  to 
customer  RFP's  ,  etc. 

0  QUANTITATIVE 

-  Costs  associated  with  additional  functions,  not  curren' 
provided  by  the  vendor,  can  also  be  measured  directly 
(i.e.,  what  it  costs  ATTIX).    These  costs  can  be  sub- 
stantial and  the  savings  to  a  vendor  significant.  The. 
include  areas  such  as  data  collection,  preparation, 
analysis,  network  design,  proposal  support,  implementa^ 
tion  coordination  and  ongoing  administration. 

-  Outside  vendors  charge  from  $2,000-8,000  for  typical 
data  network  designs. 

-  continued  - 
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ATTIX  CONTRIBUTION  (INCENTIVES) 

0  NETWORKING 


VALUE  TO  INTERMEDIARY 

0    OUANTITATIVE  (continued) 

-  ETN  Network  configurations  run  $50,000  and  more  dependi 

on  the  complexity. 

-  ATST  devotes  the  equivalent  of  two  managers  ($80,000 
salary)  just  to  the  coordination  work  among  all  the 
parties  involved  in  the  average  ETN  (3-5  hubs). 


PRIVATS 
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ATTIX  CONTRIBUTION  (INCENTIVES) 


0  ADVERTISING 


At  least  three  types  of  advertising  can  be  used, 
depending  on  the  marketing  strategy  for  a  given 
application. 

-    Broad  based  or  concept  advertising  might  be  used 
when  trying  to  get  wide  acceptance  for  an  appli- 
cation with  a  wide  variety  of  suppliers  and  no 
market  leaders.    This  is  especially  true  where 
ATTIX  may  be  the  primary  stakeholder  and  can  assume 
a  market  leader  role.    Teleconferencing  seems  to 
fit  this  need. 


Cooperative  advertising  similar  to  that  used  by 
American  Express  with  individual  restaurants. 
In  this  case,  a  vendor  would  run  an  ad  for  his 
product  with  reference  to  our  network  in  return 
for  our  sharing  part  of  the  expense.    This  would 
appear  to  be  most  appropriate  when  there  are 
several  strong  suppliers,  but  no  clear  leaders, 
in  a  market  of  interest  to  us.    Electronic  mail 
may  be  a  good  example.    We  could  encourage 
advertising  by  DEC,  Wang,  TI,  etc. 

Direct  response  advertising,  with  referrals  being 
provided  to  a  single  partner  in  a  venture.  This 
is  probably  only  appropriate  when  working  with 
a  clear  market  leader  since  his  competitors  will 
consider  you  a  competitor  as  well.    An  example 
might  be  having  Atari  sell  modules  to  make  their 
video  games  interactive,  using  the  network  to 
provide  access  to  a  wider  range  of  playing  part- 
ners.   We  could  promote  the  concept  and  steer 
respondents  to  Atari  dealers.    Proper  definition 
of  market  and  market  leader  are  important  when 
establishing  an  exclusive  arrangement  such  as 
this.    For  example,  NCR  is  not  a  market  leader 
in  the  general  data  processing  market,  but  they 
clearly  are  the  leader  in  the  Point  of  Sale 
Systems  niche. 


MARKETING 

VALUE  TO  INTERMEDIARIES 


0  QUALITATIVE 

-  ATTIX's  strength  and  considerable  experience  with 
manageing  a  variety  of  advertising  programs  can  be 
very  attractive  to  a  potential  partner. 

.    The  "systems  message"  that  can  be  conveyed; 

.    The  high  quality  image  of  AT??.T  and  the  implied 
quality  of  associated  vendor{s); 

High  level  of  recognition  for  AT&T  ads  lead  to 
greater  readership  of  the  vendor's  message; 

.    AT&T  image  leads  to  early  acceptance  of  new 
concepts ; 

.    Association  with  AT&T  in  a  success  story. 

-  AT&T  ability  to  get  non-paid  advertising  through 
press  releases. 

0  QUANTITATIVE 

-  Breadth  of  media  coverage  (TV,  Business  Periodicals 
Trade  Journals,  etc.). 

-  Size  of  application  coverage  (approximately  $10M  fc 
teleconferencing  in  1983). 

-  Effectiveness  against  target  audience  - 

577.  recognize  AT&T  as  major  provider  of  T/C. 

51%  are  familiar  with  concept  of  T/M. 

40t  agree  with  benefits  as  we  describe  them. 

-  Response  handling  capability  of  BSSC  (2000+  calls/c 

-  Extended  coverage  of  cooperative  advertising  (2X 
coverage  or  shared  cost). 


INCENTIVES/VALUES 

OF 

INTERMEDIARY  MARKETING 


ATTIX  CONTRIBUTION  (INCENTIVES) 


VALUE  TO  INTERMEDIARY 


0    ATTIX  SALES/MARKETING  SUPPORT 


0  QUALITATIVE 


-    Another  type  of  incentive  that  can  be  very 

attractive  is  our  sales  force  itself  or  areas  of 
sales  support  such  as  training.  Generally 
speaking,  applications  that  utilize  our  sales  force 
fall  into  the  co-supply  category.    That  is,  on 
ATTIX-driven  applications  like  Telemarketing,  we 
would  sell  the  concept  to  an  end  user  and  expect 
that  a  vendor  or  vendors  would  provide  the 
necessary  CPE  to  complete  the  package.    The  customer's 
choice  of  vendor  could  be  influenced  by  the  ATTIX 
salesperson.    This  could  take  the  form  of  a  list 
of  several  capable  vendors,  specific  referral,  by 
acting  as  the  customer's  agent  in  placing  an 
order,  or  the  vendor's  agent  in  accepting  one.  Our 
current  interpretation  of  CI-II  precludes  acting  as 
an  agent  for  or  providing  a  referral  to  ABI.  The 
business  practices  guidelines  also  advise  sales 
people  not  to  make  referrals,  therefore  this  type 
of  incentive  will  require  a  policy  change  before 
it  can  be  used. 


The  sales  force  is  able  to  odd  value  to  intermedi- 
aries in  several  broad  areas,  primarily:     1)  size 

(  ,000  people  targeted  for  1/1/R4),  2)  ubiquity 

(sales  offices  planned  for  175  cities),  3) 
professionalism  (the  certification  program  and 
extensive  training),  4)  positioning  with  important 
customer  groups,  5)  high  quality  support  systems 
such  as  training,  order  entry,  and  technical  support 

A  vendor  will  perceive  this  attribute  as  being  of 
value  in  the  following  ways:    1)  the  size  of  the 
sales  force  can  provide  an  enormous  inflow  of 
customer  leads,  2)  our  target  customers  tend  to  be 
large,  multi-location  companies  which  typically  will 
use  more  of  a  vendor's  product  than  an  average 
customer,  3)  ATTIX  is/will  be  a  market  leader  in 
applications  where  the  vendor 
or  where  sales  costs  would  be 
is  a  revenue  opportunity.  We 
into  such  markets. 


is  not  a  major  factor 
too  high,  but  there 
can  be  their  entry 


In  a  co-marketing  program  it  may  be  appropriate 
for  us  to  fund  (or  provide)  training  for  the  inter- 
mediary's salespeople.    The  Sales  and  Marketing 
Education  Center  in  Cincinnati  would  be  ideal  for 
this.    This  training  could  relate  to  ATTIX  services, 
key  applications  or  system  selling  skills.    It  also 
may  be  appropriate  to  develop  a  course  to  support 
a  specific  project. 


While  informational  in  nature,  the  basic  back  office 
support  available  through  an  ATTIX  support  center 
could  save  vendors  significant  time  and  money  at 
incremental  cost  to  existing  ATTIX  organizations,.., 
yet  make  the  vendor  salesperson  more  valuable/ 
knowledgeable  before  the  customer. 


0  QUANTITATIVE 


More  basically,  ATTIX  might  set  up  Sales/Service 
Centers  to  provide  timely  information  to  various 
types  of  intermediary  vendors  (consultants/vendor 
sales  personnel,  etc.)  relative  to  the  pricing, 
availability,  features  and  uses  of  tariffed 

ATTIX  services.    p: 
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Attendance  at  ATTIX  training  course  and/or  use  of 
existing  seminar/training  facilities  adds  value  whil 
reducing  expense. 

.    Course  development  runs  3-5  months/per  week 

($50,000+) 


-  continued 


ATTIX  CONTRIBUTION  (INCENTIVES) 
0    ATTIX  SALES/MARKETING  SUPPORT 


INCENTIVES/VALUES 

OF 

INTERMEDIARY  MARKETING 


VALUE  TO  INTERMEDIARY 

0    QUANTITATIVE  (continued) 

.    Course  delivery  costs  average  $125+/day 

.    Routing  seminar  quality  facilities  would  run 
$200-1000  per  day 

-  Initial  pilot  programs  envision  3-4  dedicated 
personnel  in  support  of  a  particular  vendor/subseg- 
ment  ($250,000  loaded  salary). 

-  Avoided  sales  calls  or  more  effective  on-preraise 
visits  at  $100+  per  call. 
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INCENTIVES/VALUES 

OF 

INTERMEDIARY  MARKETING 


ATTIX  CONTRIBUTION  (INCENTIVES) 

0    REVENUE  SHARING 

-    The  previous  incentives  could  be  broadly 

classified  as  expense  sharing.    The  other  side  of 
the  profit  equation  is  of  course  revenue.  Sharing 
of  network  revenues  does  not  have    much  support 
within  ATTIX  today,  but  there  is  a  precedent  for 
it  in  the  commissions  paid  to  hotels  and  public 
phone  agents.    A  case  could  also  be  made  that  in 
effect  this  is  what  happens  when  re-sellers  act 
as  retailers  of  our  service.    The  specific  incen- 
tives again  range  from  providing  a  single  point 
of  contact  to  coordinating  service  implementa- 
tions, to  paying  of  commissions  to  someone  who 
stimulates  network  design  and  joint  promotions 
that  have  previously  been  discussed. 


VALUE  TO  INTERMEDIARY 


-    The  primary  value  of  revenue  sharing  is  intuitively 
obvious.    It  provides  an  additional  revenue  stream 
to  a  company.    Another  value,  though  more  subtle, 
is  it  allows  a  systems  vendor  to  be  perceived  as  an 
end  to  end  supplier.    This  system  solution  image 
can  be  very  important,  especially  to  some  of  the 
larger  CPE  vendors. 

Note:    While  this  can  be  of  great  value  to  a  potential 
intermediary,  it  will  generally  not  be  strate- 
gically wise  for  ATTIX  to  lose  its  identity 
with  the  end  users  except  as  a  last  alternative 
to  not  providing  the  service  at  all. 


INCENTIVES/VALUES 
OF 

INTERMEDIARY  MARKETING 


SUMMARY 


At  this  early  stage,  it  should  be  clear  to  the  reader  that  the  incentives 
and  values  discussed  herein  are  not  intended  to  be  an  all-inclusive  list. 
Mor  should  it  be  assumed  that  these  particular  incentives  are  "approved." 
Each  opportunity  should  be  analyzed  to  determine  if  a  specific  incentive 
is  consistent  with  corporate  policy  and  legal /regulatory  constraints. 

While  some  suggestions  have  been  provided  to  help  evaluate  the  contribu- 
tion of  these  incentives  to  an  intermediary,  it  is  important  to  remember 
that  each  case  will  be  different.    When  negotiating  with  an  intermediary, 
it  will  be  critical  to  evaluate  the  contribution  of  the  incentive{s) 
being  considered.    This  can  be  either  quantitative  or  qualitative  and  should 
reflect  what  the  intermediary  considers  to  be  important  (as  identified  In 
the  segment  manager's  analysis).    The  same  incentive  offered  to  several 
vendors  could  have  quite  different  meaning  or  values  to  each  of  them. 
Identifying  the  appropriate  method  of  assigning   value  to  an  incentive 
should  be  one  of  the  objectives  of  the  individual  vendor  analysis. 


ATTACHMENT  A 


Alternative  methods  of  classifying  incentives  can  include: 

A)  The  traditional  "four  P's"  approach.    This  can  be  helpful  when  determining  a  match  if  areas  of  vendor  weakness 

are  known. 

B)  By  Product  Development  or  Sales  Support  categories  which  usually  will  match  up  with  our  objectives. 


PRODUCT 


PROMOTION 


PLACE 


PRICE 


Technical  Information 

Testing 

Certification 


Design  Consultation 
Early  Involvement 
Adding  Network  to 
Vendor  Package 


Advertising 
Promotional  Materials 
Joint  Presentation 
Vendor  Lists 
ATTIX  Image 


Ubiqui  ty 
Sales  Support 
Capability 
Response  Centers 
Sales  Force 


Expense  Reduction 

-  Networking 

-  Ordering  Process 
Premium  Image 


CO- SUPPLY 
PRODUCT  DEVELOPMENT 


CO-MARKETING 
SALES  SUPPORT 


Technical  Information 
Certification 

Testing 

Design  Consultation 
Deployment  Plans 
Trials 

Market  Research 


Network  Design 

SPOC/Back  Office 

Joint  Presentations 
Advertisi  ng 
Promotions 
Sales  Force 
Training 
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Attachment  B 


Marketing  the  Electronic  Mail  Concept 


Opportunity: 

Potentially  significant  source  of  new  ATTIX  revenues  across 
several  service  lines  (PSN,  PL,  CSDC  etc.). 

Allows  ATTIX  salesforce  to  sell  in  applications  mode  and  provide 
value  added  service  rather  thin  limiting  offer  to  transport  only 
and  being  seen  as  a  "commodity"  portion  of  the  system. 

AT&T  marketing  strength  could  be  a  significant  factor  in  the 
overall  ttevelopraent  of  this  market. 

Several  components  or  potential  components  of  an  iVS  are  non-regulated 
services  such  as  the  controller /computer,  terminals,  store  and  forward 
equipment  etc.    In  most  cases  the  providers  of  this  equipment  vwuld  be 
the  driving  force  In  the  sale  and  could  Influence  the  customer's  choice 
of  type  and  provider  of  the  transport  component. 


Two  possible  solutions  are  conceivable:    Encourage  equipment  suppliers  to 
recommend  ATTIX  services  as  the  network  component  of  the  EMS  package. 
This  could  significantly  reduce  our  selling  costs  associated  with  tte  new 
revenues,  at  the  expense  of  giving  up  a  degree  of  accaunt  control.  Have 
our  salesforce  sell  the  concept  of  EMS,  be  able  to  desl^  a  total 
customer  system  and  act  as  a  consultant  on  the  systesn  components  which 
are  CPE  or  enhanced  services.    This  can  be  an  expensive  way  to  sell  but 
it  allows  us  to  retain  a  "systems  selling"  capability  and  affords  us 
continuing  account  control. 


OPTIQKS: 


-  2  - 


Implementng  the  first  alternative  (having  CPE  vendors  include  our 
services  in  their  package)  requires  providing  incentives  that  vendors 
would  consider  appropriate  relative  to  the  risk  and/or  effort  required  on 
their  part.    Depending  on  the  specific  marketing  strategy  chosen,  these 
incentives  could  vary  significantly,  but  a  m&\u  of  incentives  including 
the  following  ini^t  be  considered. 

Actyert1sin<i  support  -  This  could  take  the  form  of  broad  industry 
support  at  one  extreme  i.e.,  generic  advertising  promoting  the 
concept  and  its  benefits.    This  would  inform  the  end  user  market  and 
encourage  customers  to  take  the  initiative  in  investigating  their 
specific  requirement.    The  other  extreme  would  be  a  joint  advertising 
message  with  one  or  a  few  CPE  Vendors.   This  would  be  funded  wholly 
or  in  part  by  the  ATTIX,  but  would  encourage  customer  response  to  our 
partner (s)  In  this  effort.    In  between  these  extremes  we  could  use 
cooperative  advertising  to  share  promotional  ej^enses  with  several 
vendors . 

Network  Pes 1 qn/Impl ement at i on  -  A  team  of  CSR's  and/or  MA's  could  be 
made  available  to  support  the  sales  efforts  of  CPE  vendors 
recommending  ATTIX  services.    In  the  pre-sale  mode  this  would  Include 
inputs  to  the  proposal  which  would  design  the  optimum  network 
(technically  and  economically)  to  meet  the  customers  needs.  The 
design  support  would  Involve  customer  interaction,  data  collection 
and  analysis  and  preparation  of  the  network  portion  of  the  proposal. 

After  a  sale  Is  made,  an  MA  could  act  as  a  single  point  of  contact  to 
assure  a  smooth  implementation  of  the  network  portion  of  the  system. 
This  could  save  a  CPE  vendor  a  considerable  amount  of  effort  that  is 
usually  required  when  installing  a  system  in  several  different 
goegraphic  units  of  the  Bell  System. 
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-  3  - 


Product  Development  Support  -  After  the  standard  distribution  of 
Interface  specifications/network  protocols  etc.  an  effort  can  be  made 
to  encourage  development  of  appropriate  terminals  and/or  enhanced 
services.    This  effort  could  include  consultations  on  applications 
and  market  opportunity,  technical  consulting  and  equipment  testing. 
Application  information  might  be  made  broadly  available  such  as  at  an 
industry  seminar  or  it  might  be  given  to  a  few  vendors.  Extensive 
technical  support  would  probably  be  Inprtctlcal  to  provide  to  more 
tNin  a  few  "co-developers". 

If ,  on  the  other  hand,  the  BRE  sales  force  is  selling  the  application, 
the  basic  requlraient  Is  a  high  degree  of  knm^ledge  about  the  CPE 
vendors,  their  products,  features,  functlws,  price,  capacity  etc.  The 
Ideal  way  to  do  this  would  be  to  select  a  small  nun^er  of  vendors  to 
supply  product  training  and  literature  similar  to  that  given  to  their  own 
sales  force.    If  we  choose  not  to  selectively  support  Individual  vendors, 
we  would  have  to  ^ther  Information  In  the  public  domain  and  prepare 
training  and/or  manuals  ourselves  which  broadly  describe  the  offerings  of 
all  relewBint  vendors  providing  EMt  equipment. 

When  dealing  with  customers.  It  would  be  Ideal  If  an  AE  could  be  as 
specific  as  possible  I.e.,  "ABC  Company's  model  100  terminal  Is  the  right 
one  for  your  system".  Unfortunately  the  business  conduct  guidelines 
preclude  this.   Alternatively,  saying  "ABC,  XYZ  and  UVW  company  have 
terminals  with  the  features  you  need"  can  help  a  customer  but  we  are  not 
providing  a  total  system  solution.  Just  providing  a  list  of  all  known 
suppliers  Is  of  less  value,  but  my  be  of  service  to  the  custc^r. 
Acting  as  a  customer's  agent  to  procure  the  chosen  terminal  equipment 
would  also  be  Yei*y  <tes1rable  especially  If  conpensated  by  the  CPE  vendor. 

A  final  alternative  would  be  to  have  the  verntor  buy  our  services  and 
provide  a  total  EMS  package  to  the  end  user.   This  can  be  a  significant 
revenue  opportunity,  but  we  risk  losing  our  Identity  with  the  end^ser 
market. 
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April  26,  1983 


Don  Fostle 


Per  our  discussion  on  April  12,  1983,  I'd  like  to  provide  you  with  several 
items  where  the  Consultant  Liaison  Program  is  still  looking  to  finalize 
plans— I'm  not  sure  if  any  of  these  would  be  covered  by  our  existing  contract, 
but  I  would  appreciate  your  thoughts  and  possibly  some  further  feedback. 

The  items  are: 

•  Segmentation  of  the  Market 

-  your  thoughts  on  what  a  criteria  might  be  for  defining  "Leading  Edge"  In 

each  consultant  universe 

-  any  input  you  might  give  us  on  the  names  of  leading  edge  firms  in  each 


-  any  other  specialized  consultant  segments  that  we  may  not  have  identified 

•  Del ivery  Strategy 

As  discussed,  our  primary  thrust  will  be  to  develop  relationships  with  the 
leading  edge  firms  through  personal  contact.    I  would  appreciate  your 
thoughts  on  how  we  might  best  satisfy  the  entire  universe  of  consultants 
with  our  current  strategy  and  resource  allocation. 

•  Field  Managers 

The  field  manager's  job  will  be  to  effectively  handle  our  presence  with  the 
consultants  in  their  territory.    I  would  appreciate  your  thoughts  on  how 
they  might  best  handle  their  time  management  and  their  relationship  with  our 
line  sales  organizations. 

I  realize  that  several  of  these  issues  are  very  broad  in  nature  and  may  not 
have  a  set  of  standard  procedures.    However,  it  would  be  helpful  for  us  to  get 
your  input  as  we  continue  to  develop  our  implementation  plan. 

Thanks  again  for  your  help  on  April  12,  1983,  and  I  look  forward  to  our  next 
discussion. 


universe 


INDUSTRY  SPECIFIC  INFORMATION 


-  Likely  vendor  strategies  and  future  product/service  directions 
(particularly  commjnlcating  office  equipment) 

-  Suggested  mechanics  for  dealing  with  specific  vendors  within  our 
se^nt 

-  User  problems: 

.    slow  acceptance  of  new  technologies 

.    solutions  to  these  problems 

.    how  to  sell  new  technologies  e.g.  electronic  mail  both  to  the 
vendors  and  the  customers. 

^  -  Potential  industries  or  special  user  groups  that  would  be  likely 

candidates  for  certain  technologies  (e.g.  medical  profession,  insurance 
industry)  and  hm  best  to  present  our  services  to  meet  their  special 
needs. 

Technology  trends  specific  to  the  office  e.g.  the  future  of  integrated 
office  systems  when,  who»  key  developments. 

^  "  Trends  toward  LANs  and  ATTIX's  role  1n  dealing  with  them. 

-  Very  specific  industry/product/market  information: 

e.g.  what  is  the  expected  effect  on  transport  needs  of  new  software 
application  development  on  68000  microprocessors  and  32  bit  machines? 

.  What  is  the  need  for  PC's  to  communicate  with  larger  systems?  How 
much  Is  local  vs.  remote? 

-  PC  maruifacturers  and  the  trend  toward  LAN's. 


Subject:    Research  needs  of  Office  Systems  Segment 


RESEARCH  NEEDS 

-  Karket  trends  in  key  growth  areas;  5  year  history,  5  year  projections. 

-  Market  growth  stimulating  and  restricting  factors 

-  New  product  introductions,  analysis  and  evaluation 

-  Technological  developn^nts  and  trends 

-  Company  profiles  -  all  previously  defined  data  elements  includirc  financial 
analysis  (list  available)  e.g.  r  &  d,  manufacturing,  product  lirss, 
competitive  strengths  and  weaknesses,  financial  capabilities,  international 
operations,  pricing  policies. 

-  Marketing  channels,  strategies,  etc. 

-  External  influences  which  impact  markets  and  industries,  e.g.  government 
regulation,  monetary  and  economic  trends,  competing  technology!  high  tech 
trends . 

-  Market  share  -  by  ccnnpany 

by  dollars 
by  application 
by  product  line 

by  specific  product  within  a  line 

-  Transport  data  -  by  application 

by  product 
time  of  day 
duration  of  call 
revenue  statistics 

-  User  data  -  customer  base 

needs 

applications 
confidence  level 
selection  criteria 
decislon^maklng  hierarchy 

-  Intermediary  influence 


Phyllis  Chiavetta 
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PARK  80  mJOA  WEST-1,  SADDLE  BROOK,  NEW  JERSEY  07662        (201)  368-9471 

ATTIX  INTERMEDIARY  MARKET 
INITIAL  CONTACT  OVERVIEW 

As  of  4/21  initial  contact  with  all  k  segment: 
CLP 

Data  CPE  ■ 
Office  Systems 
Information  Services 

In  general,  an  immense  amount  of  high  quality  work  accomplished  in  a  short  period  of 
time. 

Very  good  understanding  of  the  most  complex  contemporary  markets. 
In  some  cases  information  overload? 
SPECIFIC  SEGMENTS 

CLP    -      Very  well  prepared,  excellent  understanding  of  information  needs  of 
consultants;  strong  precedent. 

Proper  to  expand  beyond  standard  telecomm  consultancy  services. 
Plan  reflects  less  goodness  than  reality. 
Concern  with  "Avalanche." 

Main  concerns  appear  in  operational/editorial  area,  e.g.  case  studies. 
-    .  Not  related  to  other  ihree  directly. 

Nothing  further  needed?  Seems  ready  to  market. 

DATA/CPE 

Oriented  toward  future  digital  services. 

Wants  to  do  more  work  before  going  to  market. 

Some  big  assumptions  mode,  e.g.  constant  price  differentials  in  OCC  vs 
Bell  case. 

Market  dynamics  presented  are  not  universal,  often  principally  main 
frame. 

A  lot  seems  to  hang  on  the  idea  of  product  differentiation  and  exclusivity 
of  arrangement.  Needed?? 


Key  question:  what  needs  (PII.5)  are  valid  for  what  companies? 

Further  work  -  communications  concentration,  industry  concentrations. 

OFFICE  INFORMATION  SYSTEMS 

Low  level  of  interest  in  this  project. 

Generally  deflective  in  responses. 

Not  a  "group"  -  separate  data  and  strategy  talks. 

Fax  a  fatigued  market? 

Loose  focus  on  E  Mail. 

Interest  in  offshore  technology  excessive? 

Contains  a  number  of  "cut  across"  devices  ,  e.g.  personal  computers. 

D.M.  considers  major  impediments  to  be  internal. 

Genuine  Q.  as  to  short  term  potential. 

Some  problems  in  the  segmentation,  some  with  the  people? 

Currently  not  likely  to  benefit  from  further  work. 

INFO  SVCS. 

Excellent  baseline  preparation. 

Van  element  critical  in  DB  area  -  missing. 

Looking  at  second  tier  vendors  in  many  cases. 

Contains  much  that  is  future  oriented,  home  services,  etc. 

Seems  a  good  match  to  digital  products. 

Most  evidence  of  Inter-segment  communication. 

Plan  to  discuss  Vans  and  Telco  participation  here. 

Provide  a  few  missed  opportunities  here. 

Incentive  to  800  DB  access? 
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IN  GENERAL 

 •  T 

A  need  to  emphasize  timing  and  process. 

A  need  to  emphasize  scale  of  opportunity. 

Both  inputs  to  prioritization  process,  an  essential. 

A  method  to  handle  cross-segment  phenomena  should  be  developed. 

Measurement  of  results  a  general  problem. 

Need  to  look  at  company  size  and  customer  size  as  a  clarifier  of 
incentives,  opportunities. 

Coherence  of  segment  presentations? 

What  can  be  said/what  is  being  said  to  whom,  when? 

Quality  of  vendor  solicited  (user  perception)? 

Contact  level  differences? 

Interest  in  offshore  technology  warranted? 


I: 


CONTENTS 


1)  Introduction 

2)  Overall  Segment  Strategy 

3)  Segment  Specific  Strategies 

A)  Data  CPE 

B)  Info  Services 

C)  Office  Systems 

D)  Voice  CPE 

E)  Cross  Industry 

F)  Consultant  Liaison 

4)  Interfaces 

A)  Developmental  Relations 

B)  Technology  Positioning 

C)  Business  Services 

D)  Sales  Operations 

5)  Pilot  Programs /Business  Case 

6)  Appendices 

A)  Segment  Analytical  Processes 

B)  Intermediary  Marketing  &  Technical  Support 

C)  Interface  Guidelines 
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INTRODUCTION 


Initial  staffing  of  the  ATTIX  Intermediary  ^'arketing  effort  was  completed 
in  4Q82.    This  was  subsequent  to  the  segment  planning  work  completed  for 
the  1982  version  of  the  ATTIX  Business  Plan.    In  December,  a  plan  was 
laid  out  to  spend  the  1st  Qtr  1983  in  a  concentrated  effort  to  profile 
an4  analyze  the  individual  segments  and  subsegments  and  use  this  infor- 
mation as  a  basis  to  define  strategies. 

Virtually  any  strategy  within  any  line  of  business  can  be  articulated  in 
broad  terms  on  a  single  page.    While  brevity  is  one  of  our  parameters, 
this  document  attempts  to  also  capture  the  highlights  of  the  rationale 
that  results  in  the  selected  strategies  and  action  plans  within  each 
segment.    To  the  degree  possible,  it  also  identifies  potential  opportuni- 
ties and  plans  for  testing  these  theses  with  targetted  vendors.    The  goal 
is  to  establish  pilot  co-marketing  programs  within  each  segment  with 
1-2  vendors  during  the  remainder  of  1983,    These  pilots  should  be  designed 
to  vary  widely  in  size  and  type  of  ATTIX/vendor  relationships.  This 
will  provide  a  broad  base  of  experience  relative  to  the  effectiveness 
of  the  different  incentives  (added  values)  that  ATTIX  can  utilize  with 
different  vendors. 

While  there  is  wide  diversity  as  well  as  some  overlap  among  the  different 
vendor  groupings,  a  common  analytical  approach  and  format  is  considered 
necessary.    It  provides  the  necessary  structure  to  compare  theories, 
rationale  and  support  requirements  for  consistency.    Accordingly,  each 
segment  strategy  Is  defined  along  the  following  lines: 

0  Segment  Environment  (Trends/Issues) 

0  Subsegment  Elements 

0  Opportunities  for  Adding  Value 

0  Strategy  &  Rationale 

0  Targetted  Opportunities  &  Vendor  Approach 

0  Critical  Support  Elements 


Our  current  thinking  is  reflected  in  this  package  which  is  being  used  for 
purposes  of  internal  and  consultant  review.    It  will  undoubtedly  be  modified 
on  a  continuing  basis  to  reflect  experience  gained  from  these  reviews, 
market  research  currently  in  progress  and  vendor  contacts  leading  toward 
pilot  programs.    As  we  learn  more  about  the  opportunities,  it  will  also 
provide  a  framework  to  add-on  aspects  of  Internal  support,  pilot  program 
objectives,  actual  results,  etc.    As  such  we  envision  this  "initial  draft" 
becoming  our  ongoing  planning  tool  and  a  direct  input  vehicle  to  the 
segment  planning  effort. 
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OVERALL  SEGMENT  STRATEGY 


0   Environment  (Situation) 

Experience  since  the  implementation  of  CI  II  (1/1/83)  has  shed 
additional  light  on  the  implications  of  the  pending  divestiture. 
Seemingly  insignificant  decisions  (made  in  1982)  regarding  the 
ABI  product  line  and  the  Embedded  Base  Organization  have  caused 
multiple  problems  for  our  customers  and  added  to  their  general 
confusion. 

Looking  ahead,  the  customer  will  be  receiving  overtures  from  three 
different  organizations  (ATTIX,  ABI,  RBOC)  which  previously  had 
been  part  of  a  coordinated  whole  (Bell  System).    At  the  same  time, 
the  numbers,  sophistication  and  capability  of  the  competitors  in 
this  marketplace  are  growing  rapidly.    Most  of  these  players 
recognize  the  critical  importance  of  offering  complete  systems 
(or  services)  that  meet  customers  needs  while  minimizing  their  risk 
and  confusion.    This  factor  has  simultaneously  generated  a  rapid 
growth  of  Information  Management  consultants  offering  a  non-aligned 
viewpoint  to  assist  customers  through  the  maze. 

This  set  of  conditions,  which  is  spelled  out  in  extensive  detail 
in  other  documents,  makes  it  imperative  that  ATTIX  establish  the 
most  cost  effective  sales  and  distribution  channels  possible.  The 
cost  of  a  sales  call  is  high  ($150+  by  some  estimates),  multiple 
calls  are  required  to  close  a  sale  and  we  don't  have  the  resources 
to  do  the  whole  job  ourselves.    Accordingly,  it  is  essential  that 
we  work  cooperatively  with  other  corporations  to  leverage  our 
strengths,  extend  our  reach  and  provide  more  than  "just  transport" 
to  our  customers.    This  need  confirms  the  role  of  Intermediary 
Market  Development. 


o  Market  Development  Mission/Purpose 

In  late  1982,  the  Intermediary  Marketing  Segment  was  established  for 
the  purpose  of  accomplishing  the  following  mission: 

-  Develop  relationships  with  intermediaries  that  influence  the 
intermediaries'  decision  on  selection  or  recommendation  of 
ATTIX  services  where  the  intermediary  is  in  a  position  to 
affect  the  end  users'  decision,  thereby  protecting  and/or 
stimulating  ATTIX  revenues. 

-  Stimulate  vendors  to  provide  premises  equipment  to  support 
the  interexchange  service  line. 
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The  first  part  of  the  mission  is  being  addressed  by  a  segmentation 
approach.    The  various  intermediaries  have  been  grouped  based  on  their 
primary  lines  of  business  across  a  spectrum  ranging  from  consultants, 
to  voice  and  data  systems  vendors  to  value  added  networks  and  resellers 
Each  of  these  segments  Is  being  analyzed  to  identify  the  potential 
value  of  establishing  complementary  or  co-marketing  relationships, 
where  both  the  vendor  and  ATTIX  could  realize  benefits  by  working 
closely  and  supporting  each  others  sales  efforts. 

The  second  aspect  involves  primarily  equipment  and  software  vendors, 
who  would  see  potential  profits  in  developing  new  or  enhanced  terminal 
offerings  that  would  match  the  ATTIX  service  line.    These  efforts  have 
been  termed  co-supply  and  each  party  v/ould  assume  the  responsibility 
and  associated  risks  in  developing  and  deploying  their  components  of 
an  overall  service. 

Regardless  of  whether  we  talk  co-supply,  co-marketing  or  simply  con- 
sultant liaison,  the  role  of  Market  Development  is  to  provide  another 
channel  of  distribution  for  ATTIX  services.    This  will  be  done  by 
supporting  and  leveraging  the  large  number  of  highly  capable  corpora- 
tions who  have  the  opportunity  to  Influence  and/or  recommend 
inter-exchange  services  to  end-users  literally  thousands  of  times  each 
day. 


0    Strategy  (What) 

Our  goal  is  to  become  both  the  intermediary's  and  the  customer's 
"vendor  of  choice"  via  a  push-pull  approach  to  the  marketplace.  To 
accomplish  this,  we  envision  the  following  strategy  would  be  employed 
across  all  segments: 

-  Attain  a  level  of  awareness  both  within  ATTIX  and  among  selected 
vendor  populations  regarding  the  concepts  of  co-supply/co-market 
ing. 

-  Firmly  establish  and/or  reinforce  the  Bell  image  of  quality  in 
terms  of  technology,  service  and  maintenance.    Improve  our 
image  regarding  "willingness  to  innovate"  in  a  timely  fashion. 

-  Portray  our  future  vision  and  technological  capability  in 
appropriate  public  forums  and  vendor  specific  meetings. 

-  Target  lasting  relationships  with  appropriate  vendors  versus 
short  term  ties  wherever  possible. 

-  Gain  credibility  in  terms  of  our  ease  and  willingness  to  do  busi' 
ness.    Said  another  way,... "Be  responsive,  even  if  the  answer 

is  no." 

-  Send  a  clear  message  to  the  marketplace  regarding  our  commitment 
to  meeting  customer  needs  by  working  with  other  corporations  to 
to  deliver  total  solutions. 
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-  Leverage  the  intermediary's  sales  activities  by  getting  in- 
volved mid-way  in  the  selling  process  (i.e.,  when  a  potential 
sale  is  well  along  and  ATTIX  can  provide  value  added  support). 

-  Sell  our  incentives/value  added  packages  at  the  Corporate  or 
Divisional  level  within  the  Intenrediary  organization. 

-  Outline  "segment  specif ic" strategies  to  deliver  a  unique  set 
of  values  to  targetted  subsegments/vendors. 

-  Recognize  overlap  between  segments  by  sharing  strategy  logic 
within  Market  Development  and  with  Business  Market  Management. 

-  Identify  and  allocate  obvious  overlap  opportunities  (applica- 
tion hardware  for  teleconferencing)  to  cross-industry  segment. 

-  Incorporate  the  synergistic  potential  that  consultants  could 
bring  to  a  particular  system  involving  ATTIX  service  and  vendor 
equifMirent  (i.e.»  give  them  the  solution  to  recommend). 

-  Quantify  the  cost  effectiveness  of  the  Market  Development  con- 
cept in  terms  of  incremental  revenue,  E/R  vulnerability  and 
long  term  potential. 

-  Integrate  the  Intermediary  activities  closely  with  those  of 
Business,  Residence  and  Sales  Operation  to  ensure  understanding 
and  support  for  Market  Development  plans. 

And  as  we  learn,  broaden  our  strategic  approach  to  incorporate  disciplines 
such  as  suggested  by  the  portfolio  analysis  and  Information  Industry 
Matrix  (appendix  A). 


0  Tactics  (How) 

Significant  progress  must  be  made  across  the  entire  range  of  strategies 
before  the  end  of  1983.    While  this  is  a  difficult  year  in  many  aspects, 
experience  is  essential  so  that  we  can  better  plan,  size  and  staff  to 
provide  the  benefits  of  marketing  via  the  intermediary  channel.  Among 
the  list  of  activities  critical  to  realizing  this  goal  are  the  following: 

-  Staffing 

.    We  must  staff  with  experience  in  terms  of  sales,  service 
and/or  industry  knowledge. 

.    Entrepreneurial  interests  and  ability/willingness  to  manage 
projects  from  conception  to  completion  are  highly  desirable. 

.    Expertise  of  our  existing  staff  needs  to  be  continuously 
broadened  relative  to  assigned  segment,  specific  vendors  and 
their  products/ services. 
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.    Where  specific  education/experience  voids  exist,  ensure 
appropriate  training  is  accomplished. 

-  Concurrent  Activities 

Time  constraints  do  not  allow  for  a  methodical  or  consecutive 
approach  to  the  intermediary  marketplace.    As  a  result, 
parallel  efforts  are  expected  at  least  through  2Q'83  involving 
the  following: 

.    Market  research,  both  primary  and  secondary,  aimed  at 
identifying  growth  potential,  vendor  Influence  and  buying 
behavior  across  multiple  segments. 

.    Profiling  and  analysis  of  targetted  subsegments  to  identify 
most  appropriate  vendors/opportunities. 

.    Vendor  contacts  to  test  theories  and  identify  potential 
pilot  programs. 

.    Support  the  development  of  methods  and  procedures  that 
formalize  our  Interfaces,  work  flows,  check  points,  etc. 

.    Develop  a  1984  Advertising/Promotion  Program  that  realistically 
portrays  our  support  expectations. 

.    Rework  the  Segment  Plan  strategies  and  numbers  coincident  with 
Business  Planning  cycle. 

-  Balanced  Approach 

.    Strive  for  a  "middle  ground"  approach  between  complete  busi- 
ness cases  and  Insufficient  study/analysis.    While  we  don't 
intend  to  make  mistakes,  we  need  to  consider  the  applicability 
of  learning  by  doing,  i.e.,  "Plan  it.  Try  it.  Fix  it". 

.    Take  some  risks  to  avoid  "overly  cautions"  approach  In  what 
are  essentially  small  ventures. 

-  Co-Supply/Co-Marketlng/Co-Exl stence 

.    Ensure  the  importance  of  equipment  and  access  dependencies  for 
Individual  services  is  understood,  ....within  Marketing  and 
among  selected  vendors. 

.    Stress  intra-group  communications  across  the  segment  bounda- 
ries where  overlaps  exists  and  between  all  segments  (emphasizing 
co-marketing)  and  Developmental  Relations  (emphasizing  co-supply). 
The  intent  is  to  understand  the  handoffs  between  functions, 
integrate  our  work  efforts  and  realize  the  synergistic  effects 
which  flow  from  vendor  dealings. 
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.    Share  our  experiences  and  work  closely  with  Market  Manage- 
ment, Sales  Operations  and  the  line  sales  force  to  gain 
their  understanding  and  support. 

Iterative  Learning 

Ensure  that  our  first  year  efforts  are  focused  to  achieve 
specific  targets,  but  at  the  same  time  allow  for  "learning 
by  doing"  and  provide  experience  across  a  range  of  different 
approaches . 

.    Construct  the  "value  added"  proposals  to  vendors  only 
after  thorough  analysis  of  potential  implications  of 
offering  support  selectively  or  across  the  vendor  spectrum 
(i.e.  does  it  have  to  be  selective  to  have  value?). 

.  Test  a  variety  of  different  vendor  incentives  across  the 
segments  and  measure  their  value  to  both  the  vendors  and 
ATTIX  on  an  E/R  basis. 

.    Test  different  organizational  alignments  that  could  be 
utilized  to  bring  forth  ATTIX  value  (i.e.  dedicated  teams, 
matrix  support  by  lines  sales  people,  centralized  800# 
support,  etc). 

.    Establish  informal  feedback  loops  within  the  Division  to 
continuously  improve  the  quality  and  substance  at  our 
vendor  presentations  and  value  added  packages  after  each 

presentation/proposal . 

Quantify  and  categorize  the  incentive/value  added  package 
to  reflect  

-  core  values 

-  reasonable  application/vendor  specific  values 
that  would  be  E/R  dependent  case  by  case 

-  future  potential/higher  risk 

Serve  as  an  information  conduit  back  to  Service  Development, 
Market  Assessment,  Service  Management,  etc.  relative  to 
vendor  opinions,  market  InfonBatton,  service  voids,  etc. 

Pilot  Programs 

Develop  pilot  opportunities  into  business  case  or  project  format 
for  review,  approval  and  execution. 

.    Outline  an  operating  arrangement  or  memo  of  understanding 
between  the  participating  vendors  and  ATTIX  that  clearly 
delineates  each  organization's  role  and  expectations  from 
pilot  program. 
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.  Arrange  required  field  support  and  approval  by  appropriate 
field  managers . 

.  Achieve  internal  sign-off  by  the  DRC,  VPRB  or  other  appro- 
priate approving  bodies  for  the  policies  and  objectives  of 
the  pilot  program. 


0  Rationale/Benefit 

As  hinted  at  in  the  preceding  paragraphs,  the  entire  concept  of  estab- 
lishing a  new  distribution  channel  has  extremely  high  potential.  The 
theory  needs  to  be  brought  closer  to  reality  as  soon  as  practical  (with 
the  divestiture  only  eight  months  away)  in  order  to: 

-  Gain  experience  and  exposure  for  the  concept 

-  Develop  a  better  understanding  of  the  advertising/ promotional 
support  levels 

-  Quantify  the  work  load  expectations  of  Field  Managers,  Project 
Managers  and  line  sales  support 

-  Refine  vendor  market  intelligence 


Minimize  the  amount  of  coalition  and  bypass  activity  that  would 
affect  ATTIX 

Test  the  synergy  of  our  Intermediary  Marketing  effort  with  that 
of  the  end-user  sales  force  to  assess  value,  complementary 
marketing  Impact  and  distribution  channel  effectiveness 

Better  understand  and  formalize  the  linkages  with  Headquarters 
(Service  Planning,  Segment  Planning,  Promotion,  etc.)  and  the 
field  organizations 

And  lastly,  carry  the  message  to  the  marketplace  that  ATTIX  Is 

committed  to  work  with  and  through  others  to  ensure  the 
end-user  customer  gets  solutions,  not  piece-parts  1 


APPENDIX 


Memo  To:  Segment  Managers 
From:        Joe  Lidoski 

Re:  Portfolio  Analysis  for  Intermediary  Opportunities. 


The  following  is  a  description  of 
be  used  by  the  intermediary  group 
resource  allocation. 


how  portfolio  analysis  could 
as  a  strategic  tool  in 


The  pursuit  and  development  of  intermediary  opportunities 
requires  the  allocation  of  resources,   i.e.,  money,  personnel, 
research  and  development,  sales  forces,  etc.     The  efficient 
assignment  of  these  resources  to  each  application,  segment  or 
subsegment  can  be  aided  by  considering  all  potential 
subsegments  as  a  portfolio.    Within  that  portfolio  there  are  a 
variety  of  "winners  and  losers".     The  strategy,  of  course, 
would  be  to  support  the  winners  and  drop  the  losers.  The 
portfolio  analysis  helps  to  identify  the  subsegments  which  are 
most  likely  to  have  high  potential  opportunities. 

Although  the  use  of  portfolio  analysis  in  strategic  market 
planning  is  not  new,  the  application  to  intermediary 
subsegments  is  new.    For  this  reason,  specific  definitions  of 
the  parameters  that  are  measured  must  be  developed. 

The  two  bases  fox  comparing  subsegments  are  the  subsegment 's 
market  and  the  ATTIX  capability  to  serve  that  market.  The 
questions  considered  are:    How  attractive  is  a  specific 
subsegment  market?    Bow  strong  is  the  ATTIX  position  in  serving 
that  market?    Typically,  the  market  attractiveness  parameter  is 
shown  on  a  vertical  axis  and  business  (ATTIX)  strepgth  is  the 
horizontal  axis  of  a  portfolio  matrix.  . (see  Attachment  C) 

Market  attractiveness,  for  the  purpose  of  intermediary 
subsegment  analysis  is  defined  as  the  revenue  potential 
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available  to  ATTIX  through  the  subseginent.    The  market  must  be 
based  on  the  identification  of,  and  ability  to,  satisfy 
cust'l>raer  needs.    Thus,  this  view  would  consider  a  market 
unattractive  if  the  level  of  needs  exceeded  the  technology  of 
either  the  intermediary  or  the  IX.    Ordinarily,  this  view  can 
be    disadvantageous  since  the  effect  of  R  &  d  is  ignored.  The 
iteration  of  the  analysis  through  selected  years  over  the  study 
period  provides  the  opportunity  to  forecast  the  R&D  effect 
(i.e.,  the  ability  to  make  a  market  attractive  through  new 
technology). 

The  key  factors  which  affect  the  market  attractiveness  are: 
the  market  itself,  competition,  economics,  technology  and  the 
environment.    Attachment  A  lists  soine  exanples  of  how  these 
factors  might  be  applied.     Revenue  potential  is  usually  a  key 
component  of  market  attractiveness  since  it  can  be  regarded  as 
the  result  of  many  other  market  factors.     The  additional  market 
factors  are  still  needed,   though,   in  order  to  assess  the  market 
stability  and  sensitivity.     Competitive  characteristics  of  the 
marketplace  as  well  as  competitive  performance  are  important  in 
determining  a  particular  market's  desirability.     What  type  of 
competitiors  are  successful?     Is  extensive  competition  limiting 
the  role  ATIX  might  play  in  the  market?     Are  competitors  so 
diverse  that  ATTIX  can  deal  uniquely  with  each?    Are  there 
niches  to  be  served?    How  are  competitors  structured?  The 
financial  characteristics  of  the  market  are  also  critical  since 
revenue  potential  must  be  translated  into  profitability. 
Subsegment  markets  with  characteristically  low  margin^, 
offering  no  economics  of  scale,  high  entry  costs  and  requiring 
large  investments  would  certainly  be  unattractive.  Markets 
must  also  be  assessed  for  technological  stability  and  the 
effect  on  the  desirability  of  being  successful  in  that  market. 
Both  high  and  low  technology  areas  may  offer  unique  reasons  for 
joint  marketing  programs.    The  environmental  factors  must  also 
be  considered  since  the  IX  can  expect  to  be  guided  by 
regulatory  agencies* and  other  outside  forces. 


-  3  - 


The  market  attractiveness  factors  are  not  mutually  exclusive, 
for  example,  technological  volatility  may  encourage  market 
entry,  service  features  affect  price,  etc.    Each  factor  may  be 
more  or  less  important  than  another  for  a  particular 
subsegment.    In  order  to  Include  this  relationship,  weighting 
factors  must  be  developed  based  on  each  segment  manager's  view 
of  their  subsegment.    The  sum  of  the  factor's  ratings  would 
then  indicate  the  position  of  the  subsegment  opportunity  on  the 
market  attractiveness  axis  of  the  matrix. 

The  business  position  or  strength  of  the  IX  in  serving  the 
specific  subsegment  market  is  rated,  independently  from,  but, 
in  the  same  manner  as,  the  attractiveness  parameter. 
Attachment  B  lists  some  typical  factors  which  determine 
business  strength.    The  rating  based  on  weightings  assigned  by 
the  segment  managers  determines  the  placement  of  the  subsegment 
on  the  business  position  axis.    The  measurement  is  based  on  IX 
strength  in  the  market  addressed.     Therefore,  incentives 
offered  by  the  IX  to  a  vendor  are,  in  many  cases,  part  of  the 
business  strength. 

Specific  incentives  could  be  included  in  the  list  as  they  apply 
to  subsegments  in  question. 

The  position  of  subsegments  on  the  matrix  helps  to  determine 
the  strategic  application  of  resources  over  the  total  portfolio 
of  subsegments.     Attachment  C  shows  a  typical  portfolio  matrix, 
the  size  of  the  individual  circles  represents  potential 
incremental,  intermediary  ATTIX  revenue. 

This  analysis  assumes  that  business  postion  can  be  strengthened 
with  the  increase  of  resources  applied  to  a  subsegment. 
Therefore,  the  matrix  provides  a  strategic  tool  for  allocating 
resources  in  highly  attractive  markets.  '  The  matrix  shown  in 
attachment  C  indicates  that  the  personal  computer  (PC) 
subsegment  may  be  a  good  candidate  for  resource  increases  but 
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is  also  a  high  risk  segment.     This  position  on  the  matrix 
usually  iinplies  a  large  increase  in  resources  or  abandonment  of 
the  project  since  the  business  strength  is  so  low.    As  a  market 
becomes  less  attractive,  the  allocation  of  resources  becomes 
less  desireable.     Exceptions  would  apply  where  the  return  or 
lack  of  risk  night  justify  the  cost  of  the  resources.  Although 
each  cell  of  the  matrix  implies  a  specific  strategy  there  are 
many  other  factors  which  must  be  considered.  Portfolio 
analysis  could  be  a  useful  addition  to  our  strategic  planning 
process.    As  the  process  is  developed,  specific  definitions 
will  be  provided  to  segment  managers  for  rating  purposes.  Our 
objective  is  to  have  a  procedure  available  by  third  Quarter, 
1983. 

comments  would  be  appreciated  by  April  8,  along  with  your  view 
of  how  the  factors  listed  in  attachments  A  and  B  could  be 
modified  and  applied  to  your  subsegroent. 


^  ^yi,  Lidoski 
Attachment 


SUB-SEGMENT 


SEGMENT  MANAGER 


MARKET  ATTRACTIVENESS  FACTORS 


1.  Market  Size  in  Revenue 

2.  Size  of  Key  Market  Segments 

3.  Growth  Rate  of  Key  Segments 

4.  Diversity  of  the  Market  Segments 

5.  Price  Sensitivity 

6.  Service  Feature  Sensitivity 

7.  Cyclicality 

8.  Types  of  Competitors 

9.  Concentration  of  Competition 

10.  Level  of  Integration  of  Competition 

11.  Market  Segment  Contribution  Margins 

12.  Leveraging  (Economies  of  Scale, 

Experience) 

13.  Barriers  to  Entry  (Financial) 

14.  Capacity  Requirements  (Financial) 

15.  Technological  Volatility 

16.  Technological  Complexity 

17.  Patent  or  Exclusivity  Requirements 


18. 
19. 
20. 


Regulations 
Laws 

Pressure  Groups 


SUB-SEGMENT 


SEGMENT  MANAGER 


BUSINESS  POSITION  FACTORS 


1.  IX  Sub-Segment  Share 

2.  IX  Share  of  Key  Market  Segments 

3.  IX  Growth  Rate  of  Segments 

4.  IX  Diversity  Within  Market  Segment 

5.  Price  Flexibility 

6.  Service  Feature  Offering 

7.  Ability  to  Cope  in  Unstable  Market 

8.  Competitive  Position  (Service  Line) 

9.  Competitive  Position  (Sub-Segment) 

10.  Level  of  Integration 

11.  IX  Sub-Segment  Contribution  Margins 

12.  Leverage  Position  (Economies  of 

Scale,  Experience) 

13.  Ability  to  Enter  Market 

14*    IX  Sub-Segment  Financial  Capacity 

15.  Technological  Flexibility 

16.  Technological  Capability 

17.  Patent  Position  or  Exclusivity 

of  Service 

18.  Ability  to  Ospe  with  Regulation 

Changes 

19.  Flexibility  with  Changing  Laws 

20.  Responsiveness  to,  or  Insulation 

from.  Pressure  Groups 
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LIAISON 
PROGRAM 


•  MAJOR  MOTIVATING  FACTORS 

•  PROGRAM  OBJECTIVES 

•  1983  PLANS 

•  BENEFITS 


A' 


MAJOR  FACTORS 


CONSULTANTS  - 


MAJOR  PRESENCE  IN  THE  MARKET  PLACE 

GROWING  AT  15%  PER  YEAR 
INVOLVED  WITH  85%  OF  FORTUNE  500 

RECOMMEND  TECHNOLOGY /PRICE/VALUE 
IMPACT  ATT IX  REVENUE 


REVENUE  IMPACT  OF  CONSULTANTS 


BASE  PROTECTION  &  GROWTH  -  INFO  MGT  CONSULTANTS     8.5  B  ATT IX  $ 

MARKET  DEVELOPy€NT  CORPORATE  TRAINING  MULTI  B  $ 

MANAGEMENT/MARKETING 
INTERNATIONAL 
DATA  PROCESSING 
ARCHITECTS 
ACADEMIA 

PROFESSIONAL  ASSOCIATIONS 


PROfiRAM  OBJECTIVES 

INFLUENCE  CONSULTANTS  THROUGH  EDUCATION  &  SALES 
ACTIVITIES 

SUPPORT  &  EDUCATE  FIELD  flARKETING 

PROVIDE  EASE  OF  ACCESS  TO  ATT IX  FOR  CONSULTANTS 

FOCUS  RESOURCES  ON  LEADING  EDGE 

FOCUS  ON  APPLICATIONS  SELLING  TO  VARIOUS  CONSULTANT 
SE6HENTS 

INCREASE  ATT  IX  REVENUE 


198?  PLAN$ 


STRATEGIC  DIREfJinN 


SEGMENT  THE  MARKET 

DEFINE  DELIVERY  STRATEGY 

CREATE  INFORMATION  SYSTEM 

SUPPORT  FIELD  SALES 

DELIVER  VALUE  ADDED 

UNDERSTAND  OTHER  COMPANIES  PROGRAMS 

DEPLOY  RESOURCES 


MARKET  SEGMENTATION 


CQN$ULTANT$ 

INTERNATIONAL 
DATA  PROCESSING 
ACADEMIA 

PROFESSIONAL  ASSOCIATIONS 

OTf€RS 


INFORMATION  MANAGEMENT 
TRAINING 
MANAGEMENT 
MARKETING 


IDENTIFY  SUB  SEGMENT  UNIVERSE 
IDENTIFY  &  PROFILE  LEADING  EDGE  (TOP  25) 
IDENTIFY  REGIONAL  CONCENTRATIONS 
UNDERSTAND  INDUSTRY  ISSUES 

DEPLOY  RESOURCES  WITHIN  CONCENTRATIONS 


r    DELIVERY  CHANNELS 
-  INTERFACES 

-POINTS     OF  CONTACT 

DELIVERY  CHANNELS 

•  DIRECT  CONTACT 

•  NEWSLETTER 

•  SEMINARS 

•  GUEST  SPEAKERS 

•  MANUALS 

•  8Q0# 

•  ANSWER  INQUIRIES 

INTERFACES 

•  ASSOCIATIONS 

•  LEADING  EDGE 

•  MAJOR  FIRMS 

•  SMALL  FIRMS 

•  PUBLISHERS 

•  ACADEMIA 


POINTS  OF  CONTACT 

•  FIELD  MANAGER 

•  HEADQUARTERS  MANAGER 
'  BSSC 

•  LOCAL  BSC 


-  DELIVERY  CHANNEL  MATRIX  - 

^^^^ 


DIRECT  CONTACT 

X 

X 

X 

A 

NEWSLETTER 

X 

X 

X 

SEMINARS 

X 

X 

GUEST  SPEAKERS 

X 

X 

MANUALS 

X 

X 

X 

800# 

X 

X 

X 

X 

ANSWER  INQUIRIES 

X 

X 

X 

X 

X 

X 

-  POINTS  OF  CONTACT  - 


FIELD  MGR. 

X 

X 

X 

X 

HEADQUARTERS  MGR. 

X 

X 

X 

X 

BSSC 

X 

X 

LOCAL  BSC 

X 

X 

IDC 

X 

X 

INFORMATION  DELIVERY 


INFORMATION  RESEARCH  CENTER: 

IDENTIFY  SUB  SEGMENT  UNIVERSES 
IDENTIFY  &  PROFILE  LEADING  EDGE  FIRMS 
IDENTIFY  &  PROFILE  ASSOCIATIONS 
CONSULTANT  CLIPPING  SERVICE 
ACCESS  TO  OUTSIDE  DATA  BASES 
ACCESS  TO  MAILING  LISTS 
RESEARCH  SPECIALIST  ASSIGNED 

ADVANCED  OFFICE  SYSTEM: 

DEDICATED  MICRO  COMPUTER 

BASIC  PROFILE  INFORMATION 

ON  LINE  TO  FIELD  MANAGERS 

ELECTRONIC  MAIL /COMMUNICATIONS  SYSTEMS 

DATA  BASE  INFdMATIQN: 

CPU  BASED 

TIME  SHARE  ENVIRONMENT 

TIED  TO  IRC  SYSTEM 

BASIC  TRACKING  INFORMATION 


SUPPORT  FIELD  SALES 


TRAINING  PROGRAM  "EFFECTIVELY  DEALING  WITH  CONSULTANTS" 
REGIONAL  CONSULTANT  MANAGERS 
ACCOUNT  MANAGEMENT  SITUATION  SUPPORT 
ACCESS  TO  CONSULTANT  DATA  BASE 
INFORMATION  SHARING 


VALUE  ADDED 

ATT IX  .  REPUTATION/IMAGE 

•  INTERNATIONAL  IN  SCOPE 

•  MARKET  LEADER 

•NETWORK  CAPABILITY/FUTURES 
•UBIQUITY/RANGE  OF  SERVICES 
•VERTICAL  SUPPORT  (WECO  &  BTL) 

•  MARKET  I N6/TECHN I CAL /SERV I CE  SUPP  ORT 


ATTIX  C.L.P.  •  EASE  OF  ACCESS 

•  INFORMATION  DELIVERY 
•EDUCATIONAL  PROCESSES 
•POINT  OF  CONTACT 
•RANGE  OF  APPLICATIONS/SERVICES 
•PRICING  INFORMATION 
•TECHNICAL  SUPPORT 


m 


OTHER  CONSULTANT  PROGRAMS 


COMPANY  R^SQURC^S 

IBM  100  PEOPLE 

ABI  25  PEOPLE 

ATT IX  PEOPLE 

BELL  ROC'S  MIXED 

OTHER  NETWORK  VENDOR'S  0  ? 


-     INFORMATION  MANAGEMENT  ONLY 
SIMILAR  DELIVERY  ITEMS 
BEGINNING  TO  TARGET  LEADING  EDGE 
UPGRADING  QUALITY  OF  PEOPLE 
MORE  FACE  TO  FACE  ACTIVITY 


RESOURCE  DEPLOYMENT 


HEADQLIARTFR5; 


DISTRICT  MANAGER 
STAFF  MANAGER 
STAFF  MANAGER 
ASS'T  STAFF  MANAGER 


STRATEGIC 

TACTICAL 

DELIVERABLES 


FIELD  MANAGFRS 


NEW  YORK 
CHICAGO 

LA/SAN  FRANCISCO 

HOUSTON/DALLAS 

WASHINGTON,  D.C. 

ATLANTA 

BOSTON 

DENVER 


IQIAL  II 


BENEF ITS 


SECONWRY  MARKETING  FORCE 

SUPPORT  FOR  APPLICATIONS 

FORUM  FOR  ATT IX  VALUE  ADDED 

FORUM  FOR  NETWORK  CAPABILITY 

CREATE  BRAND  IDENTITY 

BASE  PROTECTION  &  MARKET  DEVELOPMENT 
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April  7,  1983 


To:  M.  Cameron 

M.  Davis 

J.  Leonard 

K.  Matte 

Re:  INPUT  Consulting  Project 

With  the  objective  of  improving  strategies  and  plans,  Don  Fostle 
of  INPUT  has  been  asked  to  consider/analyze  several  generic  topics 
in  his  interactions  with  you.    These  are  in  addition  to  any  topics 
you  may  wish  to  pursue  with  him  although  many  of  these  will  undoubt- 
edly overlap.    Briefly,  these  topics  are: 

1.  The  value  in  each  segment  and/or  subsegment  of  working  with 
vendors  on  an  exclusive  vs.  universal  basis; 

-  Is  either  a  requirement  for  success? 

-  Downside  risks 

2.  Assessment  of  the  value  added/incentives  package  for  each 
segment/subsegment ; 

-  Which  ones  work/don't  work 

-  Priorities  of  incentives  from  both  ATTIX  and  vendor 
perspectives . 

3.  Reality  analysis  of  segment/subsegment  opportunities; 

-  Degree  to  which  they  meet  vendor/customer  needs 

-  Feasibility  of  implementation 

-  Completeness 

4.  Would  further  analysis/focus  in  the  following  areas  be 
beneficial  ? 

-  Competition  (other  vendors  as  well  as  technological 
displ acement) 

-  Appl i cations 

-  Services 

5.  New  ideas  and  new  opportunities; 

-  vendor/customer  needs 

-  new  uses  of  technology 

-  potential  ATTIX  activities  or  incentives 

If  you  have  questions  or  observations  about  any  aspect  of  this  project, 
either  now  or  as  it  proceeds,  please  let  me  know. 

Ken  Dolsky 

cc:  D.  Lyons,  0.  Fostle,  P.  Chiavetta,  H.  Layne 
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May  13,  1983 


Mr.  Richard  Bush 
Staff  Manager 
Rpom  3 1 53A2 
AT&T 

295  North  Maple  Avenue 
Basking  Ridge,  NJ  07920 

Dear  Mr.  Bush: 

INPUT  is  pleased  to  have  the  opportunity  to  respond  to  your  Request  for  Proposal  to 
acquire  and  analyze  information  on  the  sales,  marketing  and  service  functions  of 
inter 4.ATA  business  morket  jxjrticipants.  We  porticularly  appreciate  the  time  you 
personally  spent  clarifying  for  us  certain  aspects  of  the  RFP. 

In  addition  to  the  proposal,  you  will  find  enclosed  an  executed  copy  of  your  non- 
disclosure agreement.  We  look  forward  to  meeting  with  you  and  other  members  of 
the  project  team  to  discuss  more  fully  the  power  of  our  proposed  method. 
Meanwhile,  should  you  have  any  questions  please  feel  free  to  call. 

Thook  you  for  thinking  of  INPUT. 


Don  Fostle 
Principal  Consultant 
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Enclosure 


Effective  Date  /3  /h^^Y 


NONDISCLOSURE-  AGREEMENT 


American  Telephone  and  Telegraph  Company  (herein  "AT&T)  and 


(herein  "Contractor"),  agree  as  follows: 


1.  In  connection  with  the  provision  of  material  and/or  services  to  AT&T  by  Contractor, 
Contractor  and  AT&T  may  find  it  beneficial  for  AT&T  to  disclose  to  Contractor 

specifications,  drawings,  data,  computer  programs,  or  documentation  or  other 
technical  or  business  information  (herein  "information")  which  AT&T  considers 
proprietary. 

2.  With  respect  to  information  provided  under  this  agreement,  Contractor  shall: 

(a)  hold  the  information  in  confidence 

(b)  restrict  disclosure  of  the  information  solely  to  those  employees  of  Contractor 
with  a  need-to-know,  and  not  disclose  it  to  any  other  parties 

(c)  advise  those  employees  of  their  obligations  with  respect  to  the  information,  and 

'(d)    use  the  information  only  for  the  purposes  hereunder,  except  as  may  otherwise 
be  mutually  agreed  upon  in  writing. 

3.  Contractor  shall  have  no  obligation  to  preserve  the  proprietary  nature  of  any 
information  which: 

(a)    was  previously  known  to  Contractor  free  of  any  obligation  to  keeo  confidential. 


(b)  is  disclosed  to  third  parties  by  AT&T  without  restriction,  or 

(c)  is  or  becomes  publicly  available  by  other  than  unauthorized  disclosure,  or 

(d)  is  independently  developed  by  Contractor. 

4.  The  information  shall  be  deemed  the  property  of  AT&T  and,  upon  request.  Contractor- 
will  return  all  information  in  tangible  form  to  AT&T  or  destroy  all  such  information. 

5.  Nothina  contained  in  this  agreement  shall  be  construed  as  granting  or  conferring 
any  rights  by  license  or  otherwise  in  any  information  disclosed  to  the  contractor. 

6.  This  coree:-:ent  shall  benefit  and  be  binding  upon  the  parties  hereto  and- their 
respective  successors  end  assigns. 

7.  This  agreement  shell  become  effective  the  date  written  ebove  and  shall  continue 
until  terminated  in  writing  by  either  party.    The  obligation  to  protect  the 
confidentiality  of  information  received  prior  to  such  termination  shall  survive 
the  termination  of  the  agreement.  yfl 
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PROPOSAL  FOR  MR.  RICHARD  BUSH 
AT&T 


SALES,  MARKETING  AND  SERVICE  FUNCTIONS 
INFORMATION  ACQUISITION  AND  ANALYSIS 


MAY  13,  1983 


INTRODUCTION 

In  this  proposal,  INPUT  sets  forth  its  schedule,  method  and  costs  to  develop  a  wide 
range  of  occurate  information  on  the  soles,  marketing  and  service  functions  of 
business  units  competing  in  the  IX  marketplace.  Having  performed  literolly 
thousands  of  interviews  in  support  of  dozens  of  projects  of  a  similar  nature,  INPUT 
believes  that  it  is" well-qualified  to  undertake  this  project  for  the  AT&T  Competitive 
Analysis  group. 

Because  of  INPUT'S  extensive  experience  and  nine  year  history  of  performing  studies 
in  the  infornnation  and  telecommunications  industries,  more  than  half  the  firms 
targeted  by  AT&T  are  current  INPUT  subscription  program  clients  or  clients  for 
custom  studies.  Of  the  total  firms  targeted,  INPUT  has  ready  access  to  senior 
personnel  at  more  than  90%  of  the  firms  due  to  existing  relationships.  Because  of  the 
sensitive  ond  sometimes  critical  nature  of  the  information  sought,  INPUT  feels  that 
the  existence  of  prior  relationships  is  an  important  factor  in  the  ultimote  success  of 
the  proposed  study. 

Accordingly,  INPUT  believes  that  it  is  well-qualified  by  experience,  positioning  and 
reputation  to  execute  the  proposed  study  in  a  thorough,  timely  and  efficient  fashion. 

UNDERSTANDiNG 

INPUT  understands  that  AT&T  desires  to  enhance  its  competitive  ability  in  the 
business  segment  of  the  IX  market  and,  consonant  with  this  objective,  wishes  to 
gather  detailed  information  on  the  sales,  marketing  and  service  practices  of 
significant  competitors.  While  a  wide  ronge  of  information  is  sought,  information  on 
future  pricing  and  cost  practices  of  these  competitors  is  specifically  excluded  from 
the  scope  of  the  study. 


-  1  - 


INPUT 


»  * 


s4i 


To  this  end,  AT&T  wishes  to  engage  a  third  party  familiar  with  the  firms  of  interest 
to  gather  the  information  desired,  analyze  it  ond  present  the  results  of  the  onolysis  in 
both  written  and  verbal  forms.  Such  analysis,  thoroughly  supported  by  source  data, 
should  focus  on  thr^  specific  areas: 

1)  Analysis  of  sales  force  size,  structure,  deployment  and  operations. 

2)  Analysis    of     marketing    functions,    strategies    and    tactics,  including 
segmentations  and  differentiations  employed. 

3)  '.      Analysis  of  post-sales  service  functions  including  a  variety  of  service  quality 

measurements. 

In  oddition  to  the  analysis  on  the  above  dimensions,  AT&T  desires  that  the  vendor 
assess  the  firms'  effectiveness  in  these  dimensions  with  a  particular  emphasis  on 
strengths  and  weaknesses  to  yield  soundly  developed  conclusions  derived  from  data 
gathered. 

AT&T  also  desires  that  it  have  close  control  over  the  project  methodology  with 
oppropriate  approvals  at  specific  stages  and  timely  reporting  of  interim  findings. 

INPUT  believes  that  the  specifications  set  forth  by  AT&T  are  reasonable  and 
realistic.  We  further  believe —based  on  experience  with  similar  projects— that  it  is 
feasible  to  gather  large  quantities  of  the  information  desired  and  perform  the 
analyses  os  required  employing  methods  largely  proprietary  to  INPUT. 

PROPOSED  METHOD 

INPUT'S  proposed  method  combines  secondary  and  primary  research  in  the  data 
gathering  pha^e  and  emphasizes  comparative  analysis  (between  companies  and 
between  company  types)  in  the  analytic  phase. 

INPUT  Final  Reports  ore  chorocterized  by  thorough  organization,  lock  of  excess 
verbiage  and  heavy  use  of  tables  and  graphs  to  illustrate  key  points.  A  summary 
section  including  key  findings  and  recommendations  is  included  as  a  matter  of  course. 
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Following  is  o  summary  of  INPUT'S  proposed  method  for  this  engogement: 

1)  Project  initiation  meeting:  meet  with  project  manager  to  review  specifics  of 
information  requirements  and  prioritize  those  requirements.  INPUT 
recommends  that  other  "end  users"  of  the  research  also  be  present  for  this 
meeting  if  possible.  This  meeting  has  as  its  objectives: 

Finalization  of  list  of  target  companies. 

Specific  definitions  and  formats  of  needed  information  (from  RFP 
items). 

AT&T  guidance  in  the  development  of  the  detailed  research  plan. 

2)  INPUT  develops  preliminary  research  plan  detail  bosed  on  I)  above  ond  3) 
below,  then  submits  plon  for  AT&T  review.  Plan  wilt  include  timing  of  major 
elements  with  draft  final  report  to  Project  Manager  not  later  than  9/15/83. 

3)  Beginning  with  project  approval,  INPUT  will  begin  secondary  research  with  the 
following  elements: 

Review  of  recent  Securities  and  Exchange  Commission  Filings  (I OK, 
lOQ,  8K,  13  D,  etc.)  for  public  companies. 

Review  of  company  literature  from  INPUT'S  Competitive  Files  which 
cover  over  6,000  firms  for  public  and  private  companies. 

On-line  public  text  database  searches  for  news  items  on  companies, 
copies  of  speeches  by  company  officers,  etc. 

Review  of  regulatory  filings,  court  filings  and  testimony. 
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The  objective  of  the  secondary  research  is  to  provide  a  firm  grounding  in  the  present 
proctices,  public  strategies  and  main  issues  for  each  compony  in  support  of  the 
primory  research  activity.  Becouse  of  its  familiarity  with  the  key  issues  and  leoding 
companies,  INPUT  "does  not  expect  that  secondary  research  will  consume  significont 

amounts  of  project  resources. 

4)  Primary  research  activities  are  to  begin  with  an  approved  AT&T  research  plan 
and  at  the  completion  of  secondary  research.  The  secondary  research  and  the 
plan  constitute  primary  inputs  to  the  development  of  a  questionnaire  (or 
questionnaires)  for  primary  research. 

5)  Questionnaire  development  Is  the  initial  primary  research  task.  Using  the 
information  developed  from  the  prior  four  steps,  INPUT  will  develop  and 
submit  structured  questionnaires  to  the  AT&T  Project  Manager  for  approval. 
Such  instruments  will  be  carefully  crafted  to  elicit  the  maximum  amount  of 
detailed  information  without  arousing  anxiety  in  the  respondent.  INPUT  is 
highly  skilled  in  the  design  of  such  questionnaires. 

6)  With  AT&T-approved  questionnaires,  INPUT  will  contact  senior  manogement 
at  each  targeted  firm  and  arrange  for  an  onsite  interview  with  that  senior 
monoger.   Such  interviews  typically  run  from  I  to  3  hours  duration.  During 

"  that  time,  INPUT  will  be  able  to  identify  the  key  sales,  marketing  and  service 
practices  of  the  firm  as  they  relate  to  AT&T  information  needs  and  will  be 
able  to  gather  much  of  the  needed  data. 

7)  Since  senior  management  is  unlikely  to  hove  at  its  disposal  oH  the  information 
required,  INPUT  will,  at  the  time  of  the  onsite  interview,  obtain  the  identities 
of  middle  manogers  with  detail  on  specific  items.  These  middle  manogers  will 

subsequently  be  contacted  by  telephone  to  flesh  out  specific  items.  The 

middle  management  interviews  will  olso  yield  valuable  insights  into  the 
realism  of  senior  management  perceptions  on  specific  points. 
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8)  At  eoch  cooperating  target  firm^"  INPUT  expects  that  it  will  conduct  a 
minimum  of  three  interviews:  the  main  onsite  interview  and  two 
"corroborating"  telephone  interviews.  In  complex  organizations  with  multiple 
service  lines  end  a  combination  of  sales  channels,  INPUT  recognizes  that  more 
interviews  may  be  necessary.  Conversely,  in  small  organizations  with  simple 
structure  and  highly  knowledgeable  managers  fewer  interviews  may  be 
required. 

9)  INPUT  cannot,  of  course,  warrant  the  porticipation  of  any  specific  firm  nor 
can  it  guorontee  that  ail  the  requested  information  will  be  willingly  supplied 
by  ony  specific  firm.  There  are,  however,  certain  techniques  which  con 
materially  improve  the  response  rate.  We  therefore  recommend  that  these 
techniques  be  employed: 

A  guarantee  of  "anonymity"  typically  increases  the  respondents' 
willingness  to  provide  sensitive  information.  Usually  this  takes  the 
form  of  a  guarantee  by  INPUT  that  the  firm's  name  will  not  be  used  in 
conjunction  with  the  specific  data  provided.  While  providing  great 
comfort  for  respondents,  this  guarantee  has  no  impact  on  the  analytical 
use  of  the  data  gathered.  INPUT  recommends  such  a  guarantee  be 
mode  for  this  project. 

The  provision  of  a  "research  summary"  frequently  acts  as  a  substantial 
incentive  to  participation  since  the  respondent  is  provided  the 
opportunity  to  compare  his  responses  with  those  of  others.  INPUT 
recommends  that  such  a  summary  be  offered  to  respondents.  These  ore 
of  a  superficial  nature  and  the  content  can  be  approved  by  AT&T. 

10)  INPUT  believes  that  a  combination  of  factors  including  "anonymity,"  provision 
of  a  research  summary,  the  use  of  a  combination  of  onsite  and  telephone 
interviews  plus  our  extensive  experience  in  the  conduct  of  sensitive  interviews 
will  provide  the  highest  possible  data  yield  on  this  project.  An  appropriate  mix 
of  these  critical  variables  is  essential  to  the  success  of  the  project  and  we  lod< 
forward  to  a,  discussion  with  the  Project  Manager  on  how  the  various 
techniques  con  best  be  combined  to  maximize  data  yield. 
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1 1)  INPUT  proposes  that  informal  progress  reports  be  made  a  part  of  the  ongoing 
octivity  In  addition  to  formal  checkpoints.  Such  reports  —either  by  telephone 
or  in  person—ensure  that  the  project  remains  "on  track"  and  also  allows  for  the 
use  of  preliminary  findings  In  guiding  subsequent  interview  and  analytic 
activity. 

12)  Subsequent  to  data  gathering,  formal  analytic  activity  begins.  This  activity 
should  be  thoroughly  framed  along  the  following  lines: 

Comparisons  among  companies  within  a  segment. 

'•    -         Comparisons  between  segments  with  a  particular  emphasis  on  cross- 
competitive  intersections. 

Individual  company  profiles  with  on  emphasis  on  relative  strengths  and 
weaknesses. 

All  of  the  above  on  sales,  marketing  and  support  dimensions  along  the 
lines  of  the  specific  items  in  the  RFP  doted  April  19,  1983. 

13)  ..    INPUT  recommends  that  companies  be  analyzed  first  by  group,  e.g.  OCCs, 

VAN'S,  etc.,  with  the  priority  to  be  established  by  the  project  manager.  This 
Qf^rooch  ensures  the  ovoilobility  of  usoble  outputs  from  the  project  at  the 
earliest  possible  date  (far  in  front  of  the  final  report  deodline)  and  allows  the 
Project  Monoger  to  participate  maximally  in  guiding  the  analytical  octivity. 
This  approach  also  reduces  the  review  workload  of  the  Project  Manager  by 
spreading  it  over  time. 

14)  After  completion  of  the  group  analyses,  it  is  relatively  straightforward  to 
concatenate  them  "up"  to  inter-segment  onalyses  and  comparisons  and  "down" 
to  individual  company  analyses,  INPUT  believes  that  this  approach  radically 
reduces  the  chonces  for  "surprise"  conclusions  out  of  line  with  either  AT&T's 
or  INPUT'S  expectations. 
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15)  As  requested,  INPUT  will  provide -'a  draft  final  report  consistent  with  the 
research  requirements  as  agreed  not  later  than  September  15,  1983.  This  is 
conditioned  upon  a  timely  start  of  the  project  not  later  than  June  15,  1983.  In 
addition  to  the  contents  set  forth  in  this  document  and  in  the  RFP,  said  final 
report  will  also  include: 

An  executive  summary  and  recommendations. 
A  copy  of  the  questionnoire(s)  used. 

A  list  of  the  corripanies  and  individuals  contacted  as  a  port  of  the 
project. 

A  full  Table  of  Contents  (paginated). 

A  list  of  exhibits  (poginated). 

A  bibliography  of  secondary  sources  employed. 

A  log  of  individuals  and  firms  declining  to  participate  (if  any)  and  a 
summary  of  the  reason  given  for  declining  participation. 

16)  Upon  approval  of  the  report,  INPUT  will  be  prepared  to  make  the  two  in- 
person  presentations  of  key  findings  as  requested  in  the  RFP.  The  Project 
Manager  will  have  the  opportunity  to  guide  the  preparation  of  these  reports  if 
desired  to  ensure  that  the  most  relevant  and  meiningful  items  ore  included. 

17)  Five  bound  copies  of  the  final  report  os  approved  will  be  mode  available  to 
AT&T  on  a  timely  basis. 

TIMING 

Conditioned  upon  timely  award,  INPUT  anticipates  no  difficulty  in  completing  the 
assignment  by  the  September  15  deadline.  We  feel  the  task  breaks  logicolly  into 
three  components  as  follows: 
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1)  Project    logistics,    definitions    and    development    of    detailed    plan  with 
checkpoints  plus  secondary  research.  Elapsed  calendar  time  =  3  weeks. 

2)  Development  of  questionnaires,  approval  and  onsite/telephone  interviewing, 
Elopsed  calendar  time  =  5  weeks. 

3)  Analysis  by  group,  corjipany  and  cross-group  with  ongoing  reviews,  plus 
preparation  of  draft  final  report.  Elapsed  calendar  time  =  4  weeks> 

Tbis  timing,  in  INPUT'S  opinion  ollows  sufficient  space  for  reviews,  approvals  and 
cortsultation  as  required.  INPUT  does  point  out,  however,  that  the  proposed  interview 
cycle  falls  directly  into  the  peak  vacation  season.  While  not  a  major  impediment, 
there  is  a  likely  requirement  for  greater  flexibility  in  scheduling  and  a  higher 
probability  of  schedule  interruption  than  at  any  other  time  of  the  year,  save  for  the 
Christmas  holidays.  As  a  result  of  this  vocation  "problem"  INPUT  suggests  that  its 
impact  can  be  minimized  by  accounting  for  vocation  schedules  of  AT&T  personnel  at 
the  onset  of  the  project.  There  is  no  way  known  to  compensate  for  the  vacation 
schedules  of  respondents  which  must  simply  be  accepted  as  a  "fact  of  life"  when 
attempting  interviews  during  this  summer. 

OTHER  ITEMS 

INPUT'S  proposal  covers  all  firms  listed  on  page  one  of  the  Request  for  Proposal. 

INPUT  suggests  that  AT&T  consider  adding  to  the  VAN  segment  Cylix,  a  3270 
oriented  satellite  based  VAN  and  also  Graphnet,  a  fax  and  message  oriented  VAN,  at 
least  to  the  point  of  inclusion  as  secondary  research  subjects.  Both  have  innovative 
services  offerings  in  unique  niches. 

INPUT  understonds  that  American  Satellite  is  specifically  excluded  due  to  a  prior 
AT&T  project,  though  it  would  naturally  fall  in  the  Domestic  Satellite  group  under 
ordinary  circumstances. 
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A  listing  of  recent  INPUT  studies,  both  subscription  and  custom,  in  related  areos  is 
attached.  Subscription  studies  are  available  for  AT&T's  project  nnanager  review  upon 
request. 

FEES  AND  CONDITIONS 

INPUT'S  fee  for  this  engagement  as  described  In  the  proposal  and  the  Request  for 
Proposal  provided'by  AT&T  is  $57,600  payable  in  two  equal  installments  of  $28,800, 
one  at  project  initiation  and  the  other  at  project  completion.  Expenses  for  travel, 
database  access  and  document  acquisition  and  preparation  will  be  billed  at 
documentable  cost  at  the  completion  of  the  engagement. 

INPUT  has  onolyzed  probable  travel  costs  based  on  the  headquarters  locations  of  the 
•AT&T  target  companies  and  has  concluded  that  travel  costs  are  not  likely  to  exceed 
10%  of  the  engagement  fee  if  well-managed.  As  policy,  INPUT  consultants  travel  air 
cooch  and  stay  in  moderately  priced  hotels.  INPUT  will  keep  the  project  manager 
apprised  of  costs  incurred  as  the  project  proceeds  and  stipulates  that  such  costs  will 
not  exceed  10%  of  the  engagement  fee  without  the  prior  permission  of  the  AT&T 
project  monoger.  Considering  the  nominal  nature  of  other  likely  expenses,  we 
consider  it  extremely  unlikely  that  total  expenses  will  exceed  10%  of  the  engagement 
fee.  All  expenses  are,  of  course,  documented  and  at  cost. 

CONTINGENCY 

In  the  event  that  any  of  the  thirteen  target  firms  declines  absolutely  to  participate  in 
this  study  and  another  firm  is  not  substituted  for  the  target  based  upon  the  mutuol 
agreement  of  AT&T  end  INPUT,  INPUT  hereby  agrees  to  reduce  billing  to  AT&T  by 
the  amount  of  $1,500  per  firm  declining  participation.  This  contingency  is  offered  to 

demonstrate  our  confidence  in  our  ability  to  elicit  participation  by  the  target  firms 
and  our  confidence  in  the  proposed  methodology,  particularly  items  5  through  10, 
under  "Proposed  Method"  in  this  document. 
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CONCLUSION 

INPUT  believes  that  it  is  extremely  well-qualified  by  prior  experience  and 
proprietary  skills  to  successfully  execute  this  challenging  assignment.  Through 
experience  with  thousands  of  like  interviews  in  which  critical  company  data  wos 
successfully  obtained  and  subsequently  analyzed  for  similar  purposes,  we  feel  we  are 


fully  achieving  its  objective.  Because  of  the  complexity  of  certain  aspects  of  the 
engogement,  we  welcome  the  opportunity  to  answer  any  questions  which  may  arise. 
If  there  should  be  not  material  questions,  occeptance  of  this  proposal  may  be 
indicated  by  signature  in  the  space  provided. 


well  able  to  provide  AT&T 


method  of 


AUTHORIZED  BY: 


AT&T 


ACCEPTED  BY: 


INPUT 


NAME 


NAME 


TITLE 


TITLE 


DATE 


DATE 
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RELEVANT  INPUT  REPQRTS  AND  STUDIES 

Successful  marketing  methods  that  boost  sales 

Market  opportunities  in  network  services  (VANS) 

Impact  of  communications  development  on  information  services 

Impoct  of  morketing  practices  on  company  performance 
Effective  management  controls 
Improving  sales  productivity 
Sales  and  support  training 

Cost/benefit  analysis  of  office  systems 

Office  automation  and  production 

New  directions  in  local  networking 

Data  communications  considerations  for  on-line  systems 

Intercompany  electronic  information  distribution 

LAN  developments 

Changing  economics  of  telecommunications 


f 


User  communication  networks  and  needs 
Network  implemenfation  alternatives 
Vendor  product  development  practices 
Communications  for  text  editors 
Computer  letter  services  markets 
Domestic  record  ond  data  communications 
Interconnect  services  market  (PBX) 

Demand  forecast  for  satellite  base  communications  systems  ond  services  to  1990 

ASCII  terminal  distribution  practices 

Finoncial  performance  of  RCS  vendors  (multiple) 

Note:  Titles  include  only  studies  1980  or  later.  Custom  studies  referencing  company 
name  are  also  excluded. 
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PARK  80  PLAZA  WEST-1 .  SADDLE  BROOK,  NEW  JERSEY  07662         (201)  368-9471 


January  19,  T983 


Ms.  Julie  Knight 
AT&T 

295  North  Maple  Avenue 
Room  2352H1 

Basking  Ridge,  New  Jersey  07920 
Dear  Ms.  Knight, 

Presented  for  your  consideration  is  a  revised  cost  estimate  with  modifications 
to  the  statement  of  work  as  determined  in  our  meeting  of  January  17,  1983 
with  a  further  amendment  based  on  our  telephone  conversation  of  January  19, 
1983.    Three  procedures  are  quoted.    These  are: 

Procedure  1  -  Reduction  in  the  number  of  interviews  per  firm  in 
Phase  LI  through  V  inclusive. 

Procedure  2  -  As  in  Procedure  1  with  a  reduction  in  the  number 
of  companies  interviewed  in  Phase  V. 

Procedure  3  -  As  In  Procedure  1  with  a  complete  elimination  of 
Phase  V  activities  as  requested  by  you. 

Following  are  explanations  of  the  individual  procedures  as  they  would  modify 
our  proposal  dated  January  11,  1983. 

Procedure  1 

In  this  procedure  the  interviews  per  firm  are  reduced  (as  agreed)  from  5 
interviews  per  firm  in  Phases  II  and  III  to  an  average  of  2.5  per  firm.  The 
objective  becomes  50  Interviews  across  20  firms  in  contrast  to  the  original 
ATT IX  objective  of  100  interviews  across  20  firms. 

As  a  practical  matter,  the  revision  to  50  interviews  across  20  firms  implies 
2  or  3  interviews  per  firm  in  the  typical  case.    Undoubtedly  there  will  be 
instances  when  four  interviews  are  desirable  and  other  cases  where  only  one 
interview  will  be  required  or  desirable.    These  cases  will  be  dealt  with  as  they 
occur,  but  the  objective  is  specified  to  be  50  interviews  at  20  firms.  Because 
of  overlapping  responsibilities  in  many  areas  and  widely  varying  forms  of 
organization,  INPUT  does  not  expect  that  the  reduction  from  100  to  50  net 
interviews  will  have  any  material  impact  on  the  quality  of  the  results  or  the 
information  gained. 
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Continuing  with  this  first  procedure.  Phases  IV  and  V  are  modified  to  include 
100  interviews  across  50  firms  in  eacii  piiase.    This  is  a  reduction  from  the 
previously  required  250  Phase  IV  interviews  and  200  Phase  V  interviews.  The 
average  numlser  of  teleplione  Interviews  per  firm  is  2.    it  Is  possible,  of 
course  that  variations  will  (and  should)  occur  with  some  firms  receiving  or 
permitting  only  1  interview  while  other  firms  would  require  or  permit  3  or 
even  4  interviews.    INPUT  recommends  that  interviews  be  allocated  to  firms 
based  upon  the  findings  of  the  initial  interview  with  the  objective  being  100 
interviews  at  50  firms  for  Phase  IV  and  Phase  V  respectively. 

In  these  telephone  interviews  INPUT  expects  that  there  will  be  a  need  for 
flexibility  in  the  allocation  of  interviews  based  upon  findings  in  the  earlier 
three  phases.    Up  to  the  limit  of  100  interviews  per  phase,  we  are  willing  to 
allocate  these  interviews  as  indicated  by  the  findings  from  earlier  phases. 
Such  an  allocation  may  involve  increasing  or  reducing  the  number  of  companies 
to  fucus  on  particularly  interesting  segments,  for  example. 

The  following  chart  sets  forth  the  original  and  revised  parameters  for  interviews 
in  Phases  II,  III,  IV  and  V. 


ORIGINAL 

REVISED 

0 

9 

PHASE 

iCO's 

AVC./CO. 

TOTAL 

#CO's 

AVG./CO. 

TOTAL 

II 

20 

5 

100 

20 

2.5 

50 

III 

20 

6 

120 

20 

2.5 

50 

iV 

50 

5 

250 

50 

2.0 

100 

V 

50 

4 

200 

50 

2.0 

100 

There  are  no  other  revisions  under  Procedure  1.    INPUT  wishes  to  emphasize 
that  it  Is  our  strongly  held  view  that  the  reduction  in  the  number  of  interviews 
will  have  no  material  impact  on  the  utility,  validily  or  results  of  the  inquiry. 
Such  a  reduction  will,  however,  significantly  reduce  study  costs  and  speed 
completion. 


Procedure  2 

Procedure  2  is  the  same  as  Procedure  1  with  the  sole  exception  of  the  treat- 
ment of  Phase  V,  Intermediary  Vendor  telephone  interviews.    INPUT  recommends 
a  reduction  in  the  number  of  companies  interviewed  as  a  part  of  Phase  V.  The 
reduction  suggested  is  from  50  companies  averaging  2  interviews  each  for  100  net 
interviews  to  21  companies  interviewed  at  2  each  for  42  net  interviews. 
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INPUT  recommends  this  change  since  we  consider  that  the  earlier  Phases  are 
unlikely  to  yield  50  genuine  candidates  for  affiliation  among  the  Intermediary 
Vendors.    This  reduced  Phase  V  activity  permits  the  allocation  of  7  vendor 
candidates  per  ATT IX  segment,  a  number  INPUT  judges  to  be  both  viable  and 
maximally  cost-effective. 

There  are  no  other  revisions  under  Procedure  2  not  covered  under  Procedure 
1.    The  primary  benefit  of  this  procedure  is  a  further  cost  reduction.  Since 
Phases  IV  and  V  are  executed  concurrently,  there  will  be  no  significant 
reduction  in  the  completion  time  for  the  total  study  in  Procedure  2  as  compared 
to  Procedure  1. 


Procedure  3  ' 

Procedure  3,  as  suggested  by  ATT IX  Market  Development,  contemplates  the 
elimination  of  Phase  V  Intermediary  Vendor  telephone  interviews. 

Since  the  initial  purpose  of  these  interviews  was  to  "gather  more  quantitative 
evidence  in  support  of  (or  against)  the  results"  of  Phase  III,  INPUT  assumes 
that  some  other  method  external  to  the  study  will  be  used  to  accomplish  that 
objective  or  that  ATTIX  intends  to  move  directly  to  discussions  with  vendors. 
In  any  case,  elimination  of  Phase  V  is  acceptable  to  INPUT. 

Total  elimination  of  Phase  V  further  reduces  costs  and  may,  through  overall 
project  simplification,  have  some  effect  on  total  time  to  completion.  This 
effect  on  calendar  time  is  small  due  to  the  fact  that  Phases  IV  and  V  were 
initially  scheduled  to  occur  concurrently. 


Other  Aspects 

Travel  Expenses:    We  wish  to  point  out  that  travel  expenses  are  not  greatly 
reduced  by  any  of  the  procedures.    This  is  because  the  number  of  companies 
visited  remains  at  20  in  each  phase.  Since  airline  fares  are  the  major  travel 
expense  item,  these  remain  the  same,  independent  of  the  length  of  the  stay 
needed  to  execute  an  average  of  2.5  interviews  or  the  initially  specified  5 
interviews.    In  many  cases  overnight  lodging  will  still  have  to  be  provided. 
Accordingly  we  estimate  that  travel  expenses  will  be  6-8%  of  the  study  cost. 
In  this  regard,  there  are  two  salient  points: 

1.     INPUT  bills  all  travel-related  items  at  the  cost  without  a  mark-up 
for  "handling"  or  other  charges.    Costs  are  documented  and  all 
travel  is  coach  class;  cars  rented  are  sub-compacts,  etc. 
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2.    Travel  costs  may  be  much  less  than  estimated  dependent  upon 
the  locations  of  companies  interviewed.    With  INPUT  staff  In  the 
east  coast,  west  coast  and  southwest  locations,  travel  costs  will,  ■ 
In  any  case,  be  lower  thab  if  all  interviewers  were  at  a  single 
location. 

Telephone  Expenses:    Since  ATTIX  has  elected  to  use  INPUT'S  WATS  facilities, 
these  expenses  will  be  passed  through  at  cost  which  can  be  documented.  - 
Telephone  expenses  are  subject  to  many  of  the  same  vagaries  as  travel  and 
witlK}Ut  specifications  of  the  probable  locations  and  the  industries  Involved  it 
is  not  possible  to  estimate  them  precisely.    We  note  that: 

1.  With  calls  made  from  each  INPUT  location  telephone  costs  can  be 
reduced  compared  to  a  single  location. 

2.  INPUT'S  efficient  interviewing  procedures,  knowledge  of  respondent 
organizations  and  extensive  files  of  vendor  contacts  will  serve  to 
keep  these  expenditures  to  a  minimum.    This  is  particularly  so  in 
contrast  to  the  "telephone  hunting"  techniques  many  firths  use  to 
obtain  respondents. 

As  a  worst  case  estimate,  we  suggest  a  4%  of  study  cost  value  for  telephone 
expenses.    In  all  likelihood,  telephone  expenses  will  be  lower  than  this  amount, 
particularly  under  Procedure  3. 

Personnel:    Attached  for  ATTIX  review  are  several  additional  resumes  of  INPUT 
staff  who  can  participate  in  the  engagement  as  interviewers.    We  regret  that 
there  has  not  been  sufficient  time  to  prepare  custom  material  indicating  specific 
studies  on  which  these  people  have  worked.    Please  note  that  a  wide  variety 
of  industry  expertise  is  represented  by  these  individuals,  all^  of  whom  are 
knowledgeable  in  multiple  aspects  of  the  information  industry.     In  addition, 
they  share  the  following  characteristics : 

— Many  years  of  industry  experience. 
— Verbal  and  interpersonal  competence. 
— Extensive  onsite  interview  experience. 

Most  importantly,  the  individuals  employed  by  INPUT  to  gather  data  for  this 
study  will  be  fully  trained,  briefed  and  rehearsed  on  a  refined,  tested  and 
fully  developed  discussion  guide  and /or  questionnaire.    Quality  control  and 
supervision  of  the  interview  process  will  be  detailed  and  intensive  to  insure 
maximum  yield  and  fidelity  in  the  process. 
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Additional  INPUT  Material:    As  indicated  during  tine  meeting  of  January  17tli, 
we  will  make  available  up  to  twelve  (12)  studies  from  our  three  major  programs 
at  no  extra  cost.    Market  Development  may  select  those  titles  of  greatest 
utility  to  them  in  the  current  study  or  for  other  purposes.     If  purchased 
Individually,  the  value  of  these  studies  could  easily  exceed  $30,000.    In  addition, 
ATTiX  Market  Development  will  have  access  to  INPUT'S  extenislve  Saddle  Brook,  NJ 
library  which  contains  information  on  thousands  of  companies,  hundreds  of  trade 
publications,  numerous  directories  and  a  substantial  number  of  trade  books  and 
government  publications,  plus  other  INPUT  studies  for  the  duration  of  the 
engagement.    Custom  studies  by  INPUT  are  necessarily  excluded. 

INPUT  believes  that  the  availability  of  these  materials  will  speed  execution  of 
the  proposed  study  and  will  be  of  great  usefulness  to  ATTIX  Market  Development 
In  general. 

Costs  and  Timing 

The  revised  costs  are  as  follows: 

Procedure  1 :  $147,107 
Procedure  2:  $138,256 
Procedure  3;  $125,336 

The  estimated  calendar  duration  for  Procedures  1  and  2  is  20  weeks,  assuming 
a  start  date  on  or  about  February  1,  1983.    The  estimated  calendar  duration 
for  Procedure  3  is  19  weeks  under  the  same  start  assumption.    Completion  in 
either  case  would  occur  in  the  latter  half  of  June  1983. 


Cost  Contingencies:   The  above  amounts  are  quoted  ±5%  (plus  or  minus  five 
percent)  to  allow  ATT  I X  to  benefit  from  quicker  and  more  efficient  execution  of 
the  study  which  would  result  in  lower  charges  under  this  contingency.  Likewise, 
the  upper  bound  allows  ATTIX  a  degree  of  freedom  to  make  minor  changes  to 
the  specification  based  on  results  of  the  early  phases.    Please  note  that  the  above 
quotes  are  INPUT'S  best  estimate  for  the  engagement  as  specified  and  will  not  be 
exceeded  under  normal  circumstances. 

Travel  and  telephone  costs  are  excluded  from  the  quote  and  computation  of  the 
contingency    and  will  be  billed  separately  and  at  documentable  cost.    This  cost 
contingency  provision  is  an  elective  which  may  be  accepted  or  declined  by  ATTIX 
at  the  onset  of  the  study. 
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The  proposal  to  ATTIX  by  INPUT  dated  January  11,  1983  and  this  letter 
constitute  INPUT'S  current  proposal  to  ATTIX. 

We  believe  that  we  have  now  covered  the  issues  and  questions  which  are 
outstanding  at  the  current  time.    Should  there  be  any  need  for  clarification 
or  elaboration  of  any  of  the  points  In  this  letter  or  in  the  prior  proposal, 
please  feel  free  to  call.    The  senior  staff  of  INPUT  looks  forward  to  working 
with  the  ATTIX  Market  Development  Group  on  this  most  challenging  engagement. 

Sincerely, 


Don  Fostle 
Principal  Consultant 


DF:pjk 
Enclosures 


C.  MICHAEL  DISHMAN 
PRINCIPAL  CONSULTANT 


CAPABILITIES 

•  Fourteen  years  experience  in  the  computer  equipment  and  computer  services 
industries. 

•  Extensive  experience  in  product  and  market  planning,  marketing  communi- 
cations and  marketing  strategy;  has  had  management  responsibility  for  all 
phases  of  marketing. 

BACKGROUND 

•  Vice  President,  Marketing,  Computer  Sciences  Corporation,  INFONET  Divi- 
sion, responsible  for  worldwide  marketing  activities. 

•  Marketirvg  management  for  a  variety  of  responsibilities  for  the  Data  Systems 
Division  of  Xerox  Corp. 

EDUCATION 

•  B.A.,  University  of  Montana. 

•  M.B.A.,  University  of  Southern  California. 


INJPl  JT 


THOMAS  OTLAHERTY 
SENIOR  CONSULTANT 

CAPABILITIES 

•  Twelve  years  in  data  processing  management. 

•  Managemeit  consultant  in  data  processing  and  business  planning. 

•  Systems  analysis  design  of  large  computer  systems. 

••        Research  end  analysis  involving  use  of  information  processing  systems  and 
services. 

BACKGROUND 

•  At  INPUT  hove  directed  studies  In  the  following  areas: 

Office  automation. 

Computer  pQ"formance  measurement  and  capacity  planning. 
Insurance  data  processing. 

Commercial  software  development  and  marketing  techniques. 
New  product  studies. 
In-house  timesharing. 

Design  and  feasibility  of  a  new  software  concept. 
Planning  a  computer  service  enterprise  start-up. 

•  Engagement  Manager  for  American  Practice  Management  consultants. 

•  Assistant  Commissioner  for  Information  Systems  in  New  York  State  Health 
Department. 

•  Deputy  director,  InfcM-mation  Systems  for  the  New  York  City  Health  and  Hospitals 
Corporation. 

EDUCATION  AND  PROFESSIONAL  AFFILIATIONS 

BA  with  honors        Colgate  University. 

CDP  Certificate  in  Data  Processing,  Institute  for  the  Certification 

of  Computer  Professionals. 

Member:  Society  for  Management  Information  Systems,  Society  for  Advanced 

Medical  Systems,  Data  Processing  Management  Association,  Association 
far  Computing  Machinery. 
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GRAHAM  S.  KEMP 
SENIOR  CONSULTANT 


AF^AS  OF  EXPERTISE 

•  Expert  in  Computer  Services  and  Software  in  Western  Europe. 

•  Product  and  nnarket  planning  In  office  product  and  connmunication  industries. 

•  Manc^ement   consultant  in   new  product  development,  marketing  plans, 
competitive  analyses  and  support/service  needs. 

BACKGROUND 

•  Twenty-two  years  in  computer,  office  product  and  communications  industries. 

•  Founder  of   INPUT'S  European  operations  in  London,  responsible  for  the 
development  of  Initial  subscription  programs  and  custom  requirements. 

•  Head  of  own  consulting  group  in  United  Kingdom,  G.S.  Kemp  (Associates)  Ltd., 
involved  in  marketing  consultancy  in  U.S.  companies  entering  Europe. 

•  Product  Manager  for  Cii  in  France  responsible  for  product  specification 

requirements  of  new  range  of  computers. 

'.  •        Marketing  Planning   manager  for  Honeywell-Bull  in  Paris  for  worldwide 

development  of  small  computer  sales. 

EDUCATION 

•  Received  basic  education  at  Oxford,  England. 

•  Graduate  studies  at  Bridgeport  University  and  London  University. 
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CLARENCE  E.  KOCHER 
SENIOR  CONSULTANT 


CAPABILITIES 

•  More  than  twenty-two  years  in  the  infornaation  services  industry. 

•  Technical,  soles  and  marketing  managennent  of  computer  hardware,  software 
and  services. 

•  Product  planning,  development  and  management. 

•  Organizational  development/operations  control. 

•  Joint  ventures. 

BACKGROUND 

•  Vice  President,  Manufacturing  Systems,  University  Computing  Company. 
Responsible  for  product  development,  marketing,  and  field  operations  for 
numerical  control  services,  software  and  turnkey  systems. 

•  Vice  President,  Marketing,  UCC,  Computing  Services  Division.  Responsible 
for  product  marketing,  sales  and  marketing  support  and  vendor  relations  for 
remote  computing  services  and  software. 

•  Product  and  marketing  management  positions  for  Xerox  and  Xerox  Data 
Systems.  Involved  in  microform  printing  systems,  program  conversion  services 
and  computer  hardware  sales  and  technical  support. 

•  Technical  positions  with  Computer  Sciences  Corporation  aid  North  American 
Aviation. 

EDUCATION 


•  B.S.,  University  of  Rochester. 

•  Graduate  work,  Graduate  School  of  Management,  University  of  Rochester. 


IISPUT 


JOHN  A.  McGANN 
SENIOR  CONSULT  AKT 


AREAS  OF  EXPERTISE 

•  Extensive  experience  in  banking  on  business  and  computer  systems  planning; 
casli  management,  EFT  and  financial  applications. 

•  Consultant  on  vendor  strategies  and  plans  in  banking  industry. 

•  Experience  in  EDP  management,  equipment  and  software  planning,  project 
management,  data  control,  and  application  systems. 

BACKGROUND 


•  Twenty-five  years  in  information  processing  as  a  user  and  vendor. 

•  Vice  President  of  Systems  Planning  at  Chase  Manhattan  Bank.  Planned 
projects  in  support  of  cash  management,  EFT,  commercial  loan  processing  and 
management  information  needs. 

•  Director  of  MIS  for  the  NYC  Finance  Administration  with  responsibility  for 
planning,  systems  and  programming,  computer  operation,  data  control,  and 
accounting  units. 

•  Manager  of  EDP  Planning  with  responsibility  for  hardware  and  software  plans 
at  Amercian  Airlines  and  Allied  Chemical. 

•  Adjunct  Professor  at  Long  Island  University,  Articles  published  in  EDP 
journals.  Speaker  at  professional  organizations  and  colleges. 

EDUCATION 

•  B.S.,  M.I.T.,  Economics  and  Electrical  Engineering 

•  M.A.,  Columbia,  Economics 


BRADLEY  V.  M.  O'BRIEN 
SENIOR  CONSULTANT 


CAPABILITIES 

•  Over  twenty-five  years  experience  In  business  planning  and  marl<et  develop- 
ment of  advanced  technology  fields  specializing  in  telecommunications 
markets. 

BACKGROUND 

•  Mr.  O'Brien  is  a  Senior  Consultant  with  INPUT  and  a  specialist  in  communica- 
tions equipment  and  services. 

•  Most  recently,  Mr.  O'Brien  was  Assistant  Vice  President  and  Product  Manager 
of  Western  Union  Corporation  responsible  for  product  and  business  manage- 
ment -of  the  company's  existing  and  planned  message  services.  His  career  at 
Western  Union  also  included  senior  management  positions  in  market  planning 
and  development  and  market  research  responsible  for  development  of  markets 
for  Western  Union's  data  communication  terminal  subsidiary  and  an  industry 
marketing  operation  for  sales  and  customer  development. 

•  From  1957  to  1965,  Mr.  O'Brien  held  a  number  of  senior  marketing  and 
technical  positions  at  General  Electric  Company  and  was  involved  in  medical 
electronic  systems  and  products  market  development.  Research  activities 
included  studies  on  strategic  ballistic  missile  re-entry  vehicles. 

•  Mr.  O'Brien  began  his  career  as  a  Design  Engineer  and  then  Engineering 
Economics  Analyst  with  Honeywell  performing  technological  trend  analyses 
and  studies  of  potential  corporate  acquisitions. 


EDUCATION 

•  B.S.,  Villanova  University 

•  M.B.A.,  Temple  University 


INPUT 


PARK  80  PLAZA  WEST-1 .  SADDLE  BROOK.  NEW  JERSEY  07662         (201 )  368-947 1 


Ms.  Rae  Feldman  J^^^  13,1983 

Staff  Manager 

AT&T 

295  N.  Maple  Avenue 
Basking  Ridge,  NJ  07920 


Dear  Ms.  Feldman: 

This  will  confirm  our  conversation  this  morning  with  Chuck  Jones 
regarding  Bell  revenue  and  Industry  Revenue  data.  It  rs  now 
my  understanding  that: 

1)  For  Bell  revenue  we  should  employ  the  Econoscope  data 
for  1978  through  1981. 

2)  Since  this  data  does  not  provide  breakouts  by  SIC  for 
Utilities  and  Information  Services,  you  will  provxde 
1980-1981  data  from  the  MMS  database  decomposed  by  SIC 
codes.  This  data  is  to  be  used  to  decompose  MMS  sectors 
using  estimates. 

3)  Regarding  industry  data,   it  was  decided  that  INPUT  should 
usi  available  data  from  our  files  but  that  you  wxll  also 
make  efforts  to  obtain  industry  revenues  by  SIC  from  a 
Bell  standard  source.  This  will  be  made  available  at  a 
later  time  if  a  source  can  be  fo\ind. 

I  believe  that  this  covers  the  basic  points  of  the  telephone  call. 
Additionally,  please  find  enclosed  two  copies  of  page  seven  of  the 
outline  with  the  words  "Office  Automation"  added  as  point  VI. A. J. 
These  words  were  inadvertently  omitted. 

As  a  a  part  of  our  research  efforts  we  have  obtained  some  truly 
outstanding  material  in  Banking  and  Utilities    Among  the  x terns 
are  a  detailed  forecast  of  electrical  demand  through  1992  and  a 
complete  survey  of  banker's  attitudes  toward  interstate  banxng. 
We  expect  that  these  and  other  materials  will  prove  extremely 
useful  in  the  industry  analyses. 


ely, 


Fostle 
Principal  Consultant 


FINAL  MARKET  SEGMENT  PROFILE  OUTLINE 


I.  PROFILE  PURPOSE,  METHOD  AND  SCOPE 

II.  PROFILE  SUMMARY 

A.  Basic  Industry  Trend  Data 

1.  Industry  Final  Sales 

2.  Industry  Employment 

3.  industry  Productivity 

4.  Industry  Capital  Investment 

5.  Industry  Profitability 

6.  Industry  Cross  Telecomm  Expenditures 

a.  Telecomm,  Inter-LATA  (or  other  measures) 

b.  Telecomm,  Intra-LATA  (or  other  measures) 

7.  Industry  Telecomm  Expenditures  Per  Employee 

B.  Secular  Trends  Summary 

1 .  Economic 

2.  Market 

3.  Technological  /Automation 

4.  Regulatory 


C.      Positions  of  Leading  Companies 

1.  Descriptions  of  Leading  Firms 

2.  Relative  Strengths 

3.  Communications-Intensive  Products  and  Services 


INFHJT 


4.     Competitive  Intersections  witli  tlie  BRE 

a.  Market  Approaclies 

b.  Segments  Addressed 


D.      Long-Term  Telecomm  Potential 

1 .  Dynamics 

a .  Present 

b.  Future 

2.  Trends  In  Telecomm  Dependence 

3.  Opportunities 

a.  Intermediate  Term 

b.  Long  Term 

INDUSTRY  OVERVIEW 

A.       Fundamental  Industry  Functions 

1.  Product  Descriptions 

a.  Segmentation 

b.  Revenues  by  Line 

2.  Related  Service  Descriptions 

a.  Segmentation 

b.  Revenues  by  Line 

3.  Related  industries 

4.  Industry  Revenue  Forecasts  and  Analysis 
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B .  Structure 

1.  Size  Concentration 

a .  Sales 

b .  Assets 

c .  Share 

2.  Geographic  Concentration 

3.  Merger  and  Acquisition  Trends 

H.  Employment 

a .  Current 

b.  1990  (BLS) 

5.  Employment  Categories,  Trend 

a.  Professional  and  Technical 

b.  Managers  and  Administrators 

c.  Sales  Workers 

d.  Clerical  and  Kindred 

e.  Craftsmen  and  Kindred 

f.  Operatives 

g.  Laborers 

6.  Employment  Expense  Trends 

C.  Industry  Financial  Parameters,  Major  Firm  Trends 

I.  Capital  Structure  and  Requirements 

2.  Cash  Flow 

3.  Return  on  Investment 

4.  Return  on  Assets 

5.  Margins 

6.  Taxation  Issues 


7.  Cost  Structure 

8.  Macro-Economic  Effects 

a.  Cyclicallty 

b.  Productivity 

c.  Real  Output 

9.  Impact  of  Financial  Factors  on  Indu 
10.      Ratios  of  Leading  Firms 

Technology  and  Automation 

1.  RSD  Expenditures 

2.  Innovation  Propensity 

3.  Data  Processing  Intensity 

4.  Innovation  Incentives/Disincentives 

a.  Competition 

b.  Deregulation 

c.  Process  Costs 

1.  Labor 

2.  Energy 

3.  Plant 

H.      Offshore  Operations 

5.  Sources  of  Critical  Technology 

6.  Long  Term  Effects  of  Technology 

a.  New  Product  Stimulation 

b.  New  Market  Development 

c.  New  Competitive  Intersections 

7.  Plant  Obsolescence 
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E.  Successful  Firm  Characteristics,  Roles  of 

1.  Product /Service  Characteristics 

a.  Features 

b.  Quality 

c.  Cost 

d.  Availability 

2.  Distribution  Channels 

3.  Technology 

4.  Human  Resources 

F.  Market  Entry /Exit  Barriers 

1.  Market  Share 

2.  Geographic 

3.  Technological 

li.     Capital  Requirements 

5.  Patents 

6.  Regulatory /Legal 

IV.     INDUSTRY  ENVIRONMENT 

A.  Federal  Regulation 

B.  State /Local  Regulation 

C.  Legislative  Oversight 

D.  Socioeconomic,  Demographic  Trends 

E.  Consumer  Issues 
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F.  Macro-Economic  Effects 

1.  Deflation /Inflation 

2.  Economic  Growth  vs.  Industry  Growth 

3.  Relationship  to  Other  Industries 

a.  Input  Relationships 

b.  Output  Relationships 
1.     Cross-Elasticity  of  Demand 

G.  Role  of  Organized  Labor 

H.  Share  of  GNP  Trend 

I.  Global  Trade  Position 

TELECOMMUNICATIONS  IMPACTS 

A.  Telecomm  Intensity  Trends 

B.  Inter  and  Intracompany  Patterns 

C.  Association  and  Other  Third  Party  Relationships 

D.  Network  Types 

1 .  Corporate 

2.  Intrasegment 

3.  Intersegment 
i».  Common  User 


E.  Key  Applications 

1.  Accelerators 

2.  Inhibitors 

F.  Level  of  Sophistication 

1.  Voice 

2.  Data 

G.  Network  Management  and  Control  Preferences 

H.  Role  of  OCC's 

I.  Role  of  Private  Networking 
J.       Role  of  Bypass  Technology 

K.      Critical  Transport  Characteristics 

VI.     TELECOMMUNICATIONS  DECISION  PROCESS 

A.  Organ!  2ation 

1 .  Voice 

2.  Data 

3.  Office  Automation 

B.  Expense  vs.  Resource  and  Need 

C.  Key  Decision  Makers,  Influentlals,  Criteria 
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D.      Attitudes  Toward  Leading  Edge  Technologies 

VII.  BELL  SYSTEM  COMPETITIVE  POSITION 

VIII.  APPENDIX 

A.  Leading  Firms 

B.  Industry  and  Governmental  Forecasts 

C.  Key  Associations 

D.  Leading  Trade  Publications 

E.  Bibliograpliy 
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March  22,  1983 

Mr.  Don  Lyons 

Mr.  Ken  Dolsky 

ATTIX  Intermediary  Marketing/Sales 

295  North  Maple  Avenue 

Rm  I7-2349H2 

Basking  Ridge,  NJ  07920 

Gentlemen: 

It  was  a  pleasure  meeting  with  you  on  Monday,  March  21  to  discuss  your  requirements 
for  consulting  services.  That  meeting  combined  with  our  review  of  your  needs  forms 
the  basis  for  this  brief  proposol. 

INPUT'S  UNDERSTANDING 

o  INPUT  understands  that  ATTIX  Intermediary  Marketing  has  developed  over  a 
period  of  several  months  a  general  plan  and  a  number  of  segment  plans 
targeting  the  activities  of  intermediaries.  While  the  specific  objectives  of 
these  plans  reflect  the  complexities  of  the  markets  addressed,  their  general 
purpose  is  to  stimulate  the  use  of  ATTIX  services  and  to  develop  stronger 
relationships  with  key  influentials.  While  there  are  approximately  twelve  such 
groups  in  the  division,  ATTIX  management  has  selected  for  review  and 
verification  the  strategies  of  four  specific  segments.  These  segments  are: 

Data  Customer  Premise  Equipment 

Office  Systems  <  j^; 

Information  Services 


i 


Consultants 


ATTIX  wishes  to  review  and  verify  the  strategies  of  these  four  groups  with  an 
external  consultancy  knowledgeable  in  these  nnarkets.  ATTIX  wishes  to  obtain 
on  independent  response  to  each  of  the  four  segment  strategies  on  such  issues 
as: 

Appropriateness  of  segmentations 
Criteria  for  target  vendor  selection 
Feasibility  of  joint  activities 

Perceived  benefits  and  incentives  of  a  relationship  with  ATTIX 
Risks  inherent  in  proposed  strategies 
General  feasibility 

Additional  concepts  to  be  provided  by  the  consulting  organization 

Additionally,  ATTIX  wishes  to  obtain  Industry-specific  information  to 
supplement  its  substantial  market  research  undertaking  in  such  areas  as: 

Probable  vendor  stretegies 

Timing  of  technological  change 

Market  readiness 

Emerging  market  leaders 

Undiscovered  potential  opportunities 

Product  and  technology-specific  questions  of  known  impact 


INPUT'S  PROPOSAL  TO  MEET  ATTIX  NEEDS 


To  meet  ATTIX  requirements  INPUT  proposes  a  brief  engagement  encompassing 
approximately  ten  days  of  contact  time  to  be  allocated  as  follows. 

Two  book-end  meetings  with  division  management,  .each  of  a  half-day 
duration  at  the  onset  and  conclusion  of  the  engagement  to  brief  the 
consultant  initially  and  to  provide  ATTIX  management  an  overview  at 
the  conclusion. 

Two  days  allocated  to  each  segment  for  testing  and  verification  of 
segment  strategy  and  to  address  the  specific  informational 
requirements  of  segment  managers.  It  is  expected  that  the  specific 
apportionment  of  each  two  day  "slice"  will  be  largely  a  function  of  the 
state  of  each  segment  strategy  and  the  informational  needs  of  the 
segment  manager. 

Two  meetings  are  contemplated  with  each  segment  manager,  the  first  a 
presentation  of  the  strategy  beyond  the  written  document  to  be 
provided  and  on  elaboration  of  key  informational  needs  as  seen  by  the 
manager.  The  second  meeting  will  include  the  consultant's  review  of 
the  strategy  along  the  lines  indicated  in  the  ATTIX-provided 
"SEGMENT  INFORMATION  NEEDS"  and  responses  to  the  information 
needs  of  the  manager  to  the  extent  such  information  is  readily  available 
to  INPUT. 

The  tenth  day  is  a  "floating"  day  to  be  allocated  as  the  engagement 
conditions  dictate.  Possible  uses  include  a  group  meeting  to  discuss 
issues  common  to  all  segments,  potentials  for  intersegment  cooperation 
or  other  common  points.  Another  possibility  is  to  devote  the  day  to 
"extra"  work  on  a  specific  segment  strategy. 

o  In  addition  to  the  ten  contact  days  spread  over  a  period  of  four  to  six 

weeks,  INPUT  expects  to  devote  further  time  to  the  analysis  of  the 
written  materials  to  be  provided  by  ATTIX,  research  time  to  key 
informational  questions  and  time  in  documentation  of  the  engagement. 
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Consistent  with  ATTIX  requirements,  we  are  prepared  to  start 
immediately  with  a  review  of  written  material  and  anticipate  conclusion 
of  the  engagement  late  in  the  month  of  April  1983.  The  fee  for  the 
proposed  engagement  is  $  1 3,330.00  which  is  payable  in  two  installments,  one 
half  at  the  onset  of  the  engagement  and  the  second  half  at  its  completion. 
Each  installment  is  $6,665.  Travel  and  duplication  expenses,  if  any,  will  be 
billed  at  completion  of  the  engagement  and  at  documentable  cost. 


We  at  INPUT  look  forward  to  working  with  ATTIX  on  this  most  interesting 
engagement.  Should  you  have  any  questions  please  do  not  hesitate  to  contact 
the  undersigned.  If  the  proposal  is  satisfactory  as  presented  please  sign  in  the 
space  provided  and  return  a  copy  to  the  letterhead  address. 


CONCLUSION 


D.  W.  Fostle 
Principal  Consulant 
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SEGMENT  INFORMATION  NEEDS 


I.  Test/Verify  Segment  Strategies 

-  Subse^entation  scheme  (i.e.  characteristics  that  formed  the  basis 
for  groupings). 

-  Target  Vendors  Selected  (criteria  and  rationale) 

-  Vendor  needs  relative  to  transport  (e.g.  by  application,  by 
service,  etc.). 

-  ATTIX  solutions 

,   potential  ow)ortun1ty  areas  for  joint  efforts. 
.   benefits/solutions  (Incentives)  ATTIX  can  bring  to  the 
relationship. 

-  Potential  risks  Involved  with  these  solutions. 
.   Vendor  reactions 

-  Overall  feasibility  as  viewed  by  outside  consultant 

-  Additional  Ideas  and  recommendations  (e.g.  organize  by 
applications  Instead  of  products,  f«:us  on  small  vendors  vs. 
large,  etc.) 

II.  Industry  Specific  Information 

-  Likely  vendor  strategies  (e.g.  become  VANs,  ftesellers,  etc.) 
.   future  product  and  service  directions 

.   future  channels  of  distribution 

-  Suggested  mechanics  for  dealing  with  specific  vendors. 

-  User  problans  (e.g.  slow  adoption  of  new  technology) 
.   potential  solutions  to  problems 

.   timeframe  for  solution  to  take  hold 

-  Potential  ATTIX  opportunities 

-  Key  communications  applications  and  future  trends 
.    e.g.  impact  of  LAN's  and  effect  on  ATTIX 

-  Technology  trends  (when,  who,  key  developments,  etc.) 

-  Future  market  leaders 

-  Very  specific  industry/product/market/technology  information,  e.g 
.    What  is  the  expected  effect  on  transport  needs  of  new  software 

application  development  on  68000  microprocessors  and  32  bit 
machines? 

.    What  is  the  need  for  PC's  to  communicate  with  larger  systems? 
How  much  is  local  vs.  remote?    Intra-LATA  vs.  Inter? 

-  etc. 
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Contract  SSS. 


American  Telephone  and 
Telegraph  Company 
295  North  Maple  Avenue 
BasKing  Ridge,  N.  J.  07920 
Phone  (201)  221-2000 


INPUT 

Park  80  Plaza  West-1 
Saddle  Brook,  New  Jersey 

Attention:     Mr.  D.  W.  Fostle 


This  letter  constitutes  our  agreement  whereby  INPUT  shall  proceed 
with  the  consulting  project  with  Market  Development.     In  view  of  your 
proposal,  we  feel  confident  that  your  firm  will  carry  out  this  project 
in  accordance  with  the  highest  applicable  professional  standards  m 
the  field. 

Our  agreement  is  based  on  the  following  documents: 

A.  This  letter  and  the  attached  General  Terms  and  Conditions. 

B.  Your  proposal  dated  March  22,  1983.     (Attachment  A) 

Any  conflict  between  your  proposal  and  this  letter  and  General  Terms 
and  Conditions  shall  be  resolved  in  favor  of  this  letter  and  General 
Terms  atrf  Conditions. 

If  the  provisions  in  these  documents  are  deemed  acceptable,  please 
have  an  authorized  officer  in  your  firm  sign  the  original  of  this 
letter  and  return  it  to  rae. 

This  agrement  shall  be  effective  as  of  April  1,  1983. 

It  is  important  that  all  of  us  recognize  the  confidential  nature  of  this 
proiect.     No  aspect  of  this  study  or  information  regarding  its  execution 
may  be  disclosed  to  persons  other  than  those  whose  work  on  it  requires 
disclosure.     The  findings,  reports,  questionnaires,  the  products  of 
this  project,  and  other  material  which  become  an  integral  part  of  the 
project,  shall  be  the  exclusive  property  of  AT&T,  including  title 
to  copyright  in  all  copyrightable  material  and  shall  be  considered  a 
"work  made  for  hire"  in  accordance  with  the  copyright  statute. 

It  has  been  agreed  that  your  final  report  will  be  available  to  us 
on  or  about  May  16,  1983.     If  AT&T  should  delay  matters  in  the  course 
S  the  project!  a  Commensurate  deferral  of  the  due  date  will  occur  by 
written  agreement. 
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It  is  possible  that  the  results  of  this  project  will  at  some  later  time 
be  used  before  federal  and/or  regulatory  commissions.     In  the  event  that 
it  will  be  required,  we  understand  that  you  and  other  senior  members  of 
your  firm  will  be  willing  to  testify  at  an  appropriate  and  reasonable 
fee  r^arding  the  adequacy  of  the  methods  and  procedures  employed. 

We  understand  that  the  cost  for  this  project  will  not  exceed  $13,330.00, 
plus  reasonable  and  necessary  travel  and  out-of-pocket  expenses 
directly  related  to  the  project.    Reimbursable  expenses  exceeding 
$25.00  must  be  documented  to  AT&T's  reasonable  satisfaction.  These 
expenses  will  be  billed  at  cost  upon  completion  of  the  project.  We 
will  pay  you  $6,665.00  upon  acceptance  of  the  contract  and  the  balance 
upon  completion  of  the  project.  The  contract  number  noted  on  the  upper 
right-hand  corner  of  this  letter  should  be  placed  on  all  invoices. 
Your  final  invoice  should  be  marked  "FINAL". 

We  look  forward  to  working  with  you  on  this  project. 
Sincerely, 


District  Manager 
Market  Development 


Approved : 

AMERICAN  TELEPHONE  AND  TELEGRAPH 
COMPANY 


By 


W.  J.  Caftroll 

Director\-  Market  Development 


Accepted: 
IMPUT 


aard  I .   Me  t  z  ^ 


By:_ 

Edward 
Senior  Vice  President 


Date:_jji(^ 
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GENERAL  TERMS  AND  CONDITIONS 
FORMING  PART  OF  AGREEMENT  DATED 

BETWEEN  AMERICAN  TELEPHONE  AND  TELEGRAPH  COMPANY  (AT&T) 

AND 

INPUT  (Contractor) 
Article  1  -  TERMINATION 

AT&T,  without  prejudice  to  any  right  or  remedy  it  may 
have  due  to  any  failure  of  Contractor  to  perform  Contractor's 
obligations  under  this  Agreement,  may,  at  any  time,  terminate 
the  performance  of  work  hereunder,   in  whole  or  in  part,  by 
written  notice  to  Contractor  specifying  the  extent  to  which 
performance  of  the  work  is  terminated  and  the  date  upon  which 
termination  becomes  effective.     In  the  event  of  any  such 
termination.  Contractor  shall  be  entitled  to  payment  for 
services  rendered  prior  to  the  effective  date  of  termination; 
provided,  however,  that  any  such  payment  shall  be  subject  to 
any  provision  for  the  limit  of  expenditures  set  forth  elsewhere 
in  this  Agreement.     Such  payment  shall  constitute  full  settlement 
of  any  and  all  claims  of  Contractor  of  every  description, 
including  profit. 

Article  2  -  NOTICE 

Any  notice  to  be  given  hereunder  by  either  party 
to  the  other  shall  be  in  writing  and  shall  be  deemed  given 
when  sent  by  postage  prepaid  certified  United  States  mail. 
Notices  to  AT&T  shall  be  addressed  to:  American  Telephone 
and  Telegraph  Company,  295  North  Maple  Avenue,  Room  17-2353G2, 
Basking  Ridge,  New  Jersey  07920,  Attention:    Ken  Dolsky. 
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Notices  to  Contractor  shall  be  addressed  to:    Input,  Park  80 
Plaza  West,  Saddle  Brook,  New  Jesey  07662,  Attention:     D.  W. 
Fostle.     If  either  party  changes  its  address  during  the  term 
hereof,  it  shall  so  advise  the  other  party  in  writing  and 
any  notice  thereafter  required  to  be  given  shall  be  sent  by 
certified  mail  to  such  new  address. 
Article  3  -  CHANGES 

AT&T  may,  at  any  time,  make  changes  within  the 
general  scope  of  this  Agreement.     An  equitable  adjustment 
Shall  be  made  if  any  such  change  affects  the  time  of  perform- 
ance or  the  cost  of  the  work  to  be  performed  under  this 
Agreement.     Nothing  in  this  Article  shall  excuse  Contractor 
from  proceeding  with  the  work  as  changed. 

Article  4  -  LAWS,   RULES  AND  REGULATIOJJS 
Contractor  shall  comply,  at  Contractor's  own 
expense,  with  the  provisions  of  the  Fair  Labor  Standards  Act 
of  1938,  as  amended,  and  all  other  applicable  state  and 
municipal  requirements  and  those  of  state  and  federal  laws 
applicable  to  Contractor  as  an  employer  of  labor  or  otherwise. 
Article  5  -  EXECUTIVE  ORDER  CCMPLIANCE 
Contractor  expressly  agrees  not  to  discriminate 
against  any  employee  or  applicant  for  employment  because  of 
race,  color,  religion,  sex,  national  origin  or  handicap,  and 
shall  during  the  performance  of  this  Agreement  comply  with 
all  applicable  Executive  Orders  and  federal  regulations  as 
set  forth  in  Schedule  A,  "Non-Discrimination  Compliance 
Agreement. " 
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Article  6  -  WORKMANSHIP 

A.  The  services  to  be  provided  by  Contractor 
under  this  Agreement  shall  proceed  with  promptness  and 
diligence  and  shall  be  executad  in  accordance  with  the 
highest  professional  standards  in  the  field,   to  AT&T's 
satisfaction. 

B.  Contractor  shall  remove  from  the  work,  at 
AT&T's  request,  any  employee  furnished  by  Contractor  who,  in 
AT&T's  opinion,  is  incapable,  uncooperative  or  otherwise 
unacceptable  in  the  execution  of  the  work  to  be  performed 
under  this  Agreement. 

Article  7  -  INSURANCE 

Contractor  shall  secure  and  maintain  workmen's 
compensation  insurance  in  accordance  with  applicable  federal 
and  state  laws  and  regulations.    Contractor  shall  secure  and 
maintain  comprehensive  general  and  vehicular  insurance  for 
claims  for  damages  because  of  bodily  injury  (including 
death)  and  property  damage,  caused  by,  or  arising  out 
of,  acts  or  omissions  of  its  employees.     The  minimum  limits 
of  such  insurance  shall  be  $1 , 000 , 000/$l , 000 , 000  for  personal 
injuiry  and  $100,000  for  property  damage.  Certificates 
evidencing  such  insurance  shall  be  submitted  to  AT&T  upon 
request.     In  no  event  shall  any  such  insurance  be  canceled 
without  prior  written  notice  to  AT&T  by  Contractor. 

Article  8  -  LIABILITY 

A.     Neither  Contractor  nor  its  subcontractors,  or 
the  employees  or  agents  of  any  of  them,  shall  be  deemed  to 
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be  employees  or  agents  of  AT&T,  it  being  understood  that 
Contractor  and  its  subcontractors  are  independent  contractors 
for  all  purposes  and  at  all  times;  and  Contractor  shall  be 
solely  responsible  for  the  withholding  or  payment  of  all 
federal,  state  and  local  personal  income  taxes,  social 
security,  unemployment  and  sickness  disability  insurance  and 
other  payroll  taxes  with  respect  to  Contractor's  employees, 
including  contributions  from  them  when  and  as  required  by 
law. 

B.  Contractor  agrees  to  defend,  indemnify  and 
save  harmless  AT&T  and  its  successors  and  assigns  and  their 
respective  employees  and  agents  from  any  and  all  claims  or 
demands  whatsoever,  including  the  costs,  expenses  and 
reasonable  attorney's  fees  incurred  on  account  thereof,  that 
may  be  made  ( 1 )  by  Contractor ' s  employees  or  any  other 
persons  for  bodily  injury  or  damage  to  property  occasioned 

by  the  acts  or  omissions  of  the  Contractor  or  its  subcontrac- 
tors, or  the  employees  or  agents  of  any  of  them,  and  (2) 
by  the  Contractor's  employees  under  workmen's  compensation 
or  similar  acts. 

C.  Contractor  shall  be  responsible  for  any  loss 
of  or  damage  to  property  owned  by  AT&T  and  in  Contractor's 
possession  or  control. 

Article  9  -  RIGHTS  IN  INFORMATION 

All  information  including,  but  not  limited  to,  data, 
business  information,  technical  information,  specifications, 
drawings,  records,  and  computer  programs  and  documentation, 
originated  or  prepared  by  or  for  Contractor  in  contemplation 
of,  or  in  the  course  of,  or  as  a  result  of,  work  done 
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hereunder,  shall  be  promptly  furnished  to  AT&T.  All 
such  information  shall  be  the  exclusive  property  of  AT&T, 
including  title  to  copyright  in  all  copyrightable  material, 
shall  be  considered  a  "work  made  for  hire"  consistent  with 
the  copyright  laws  and  all  such  information  shall  be  held  in 
confidence  by  Contractor.     If  such  information  includes 
materials  previously  copyrighted  by  Contractor  and  not 
originally  prepared  hereunder,  Contractor  grants  and  agrees 
to  grant  to  AT&T  an  unrestricted  royalty  free  license  to 
copy  such  materials  with  the  right  to  sublicense  the  companies 
of  the  Bell  System  and  their  respective  subsidiaries.  The 
provisions  of  this  Article,  including  this  sentence,  shall 
be  extended  by  Contractor  to  all  subcontracts  hereunder. 
Article  10  -  AT&T's  PROPERTY 

A.  Title  to  all  property  owned  by  AT&T  and 
furnished  to  Contractor  shall  remain  in  AT&T. 

B.  Any  property  owned  by  AT&T  and  in  the  Con- 
tractor's possession  or  control  shall  be  used  only  in  the 
performance  of  this  Agreement  unless  otherwise  authorized  in 
writing  by  AT&T.     Contractor  shall  adequately  protect  such 
property,  and  shall  deliver  or  return  it  to  AT&T  or  otherwise 
dispose  of  it  as  directed  by  AT&T. 

Article  11  -  PLANT  RULES  AND  SECURITY  REQUIREMENTS 
The  employees  and  agents  of  each  party  shall, 
while  on  the  premises  of  the  other,  comply  with  all  plant 
rules  and  regulations  in  effect  at  such  premises,  including 
security  requirements. 
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Article  12  -  USE  OF  INFORMATION 

Any  information  including,  but  not  limited  to,  data, 
business  information,  technical  information,  specifications, 
drawings,  sketches,  models,  samples,  tools,  computer  programs 
and  documentation,  written,  oral  or  otherwise  (all  hereinafter 
designated  "Information")  furnished  to  Contractor  hereunder 
or  in  contemplation  hereof  shall  remain  AT&T's  property  or 
the  property  of  the  Bell  System  Company  which  furnished  the 
Information  to  Contractor.    All  copies  of  such  Information 
in  written,  graphic  or  other  tangible  form  shall  be  returned 
to  AT&T  or  such  Bell  System  Company  upon  request.  Unless 
such  Information  was  previously  known  to  Contractor  free  of 
any  obligation  to  keep  it  confidential  or  has  been  or  is 
subsequently  made  public  by  AT&T  or  a  Bell  System  Company  or 
a  third  party,  it  shall  be  kept  confidential  by  Contractor, 
shall  be  used  only  in  performing  hereunder,  and  may  be  used 
for  other  purposes  only  upon  such  terms  as  may  be  agreed 
to  in  writing  by  AT&T. 

Article  13  -  PUBLICITY 

Contractor  shall  not  issue  or  release  for  publica- 
tion any  articles  or  advertising  or  publicity  matter  relating 
to  the  work  performed  hereunder  or  mentioning  or  implying 
the  name  of  AT&T,  other  companies  of  the  Bell  System  or  the 
Bell  System,  or  any  of  their  personnel,  unless  prior  written 
consent  is  granted  by  AT&T. 
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Article  14  -  INFRINGEMENT 

The  following  terms  apply  to  any  infringement,  or 
claim  of  infringement,  of  any  patent,  trademark,  copyright, 
trade  secret  or  other  proprietary  interest  based  on  the 
manufacture,  normal  use  or  sale  of  any  material,  equipment, 
programs  or  services  furnished  by  Contractor  to  AT&T  or  Bell 
System  Company  hereunder  or  in  contemplation  hereof.  Contractor 
shall  indemnify  AT&T,  the  Companies  of  the  Bell  System  and 
their  respective  subsidiaries,  jointly  and  severally,  for  any 
loss,  damage,  expense  or  liability  that  may  result  by  reason  of 
any  such  infringement  or  claim.  Contractor  shall  defend  or 
settle,  at  Contractor's  own  expense,  any  action  or  suit  for 
which  Contractor  is  responsible  hereunder.     AT&T  shall  notify 
Contractor  promptly  of  any  claim  of  infringement  for  which 
Contractor  is  responsible,  and  shall  cooperate  with  Contractor 
in  every  reasonable  way  to  facilitate  the  defense  of  any  such 
claim. 

Article  15  -  CHOICE  OF  LAW 

This  Agreement  will  be  governed  and  interpreted  in 
accordance  with  the  laws  of  the  State  of  New  Jersey.  The 
venue  of  any  suit  or  action  instituted  by  either  Contractor 
or  AT&T  for  the  enforcement  of  any  of  the  obligations  under 
this  Agreement  shall  be  set  in  the  County  of  Morris,  State 
of  New  Jersey. 
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Article  16  -  ASSIGNMENT 

Any  assignment  of  this  Agreement,   in  whole  or  in 
part,  or  any  other  interest  hereunder  without  AT&T's  written 
consent,  except  an  assignment  confined  solely  to  monies  due 
or  to  become  due,  shall  be  void.     It  is  expressly  agreed 
that  any  such  assignment  of  monies  shall  be  void  to  the 
extent  that  it  attempts  to  impose  upon  AT&T  obligations  to 
the  assignee  additional  to  the  pa3mient  of  such  monies,  or  to 
preclude  AT&T  from  dealing  solely  and  directly  with  Contractor 
in  all  matters  pertaining  hereto,  including  the  negotiation 
of  amendments  or  settlements  of  amounts  due. 

Article  17  -  NO  WAIVER  BY  AT&T 

The  failure  of  AT&T  in  any  one  or  more  instances 
to  insist  upon  strict  performance  of  any  of  the  terms  or 
provisions  of  this  Agreement  or  to  exercise  any  option 
herein  conferred  shall  not  be  construed  as  a  waiver  or 
relinquishment,  to  any  extent,  of  the  right  to  assert  or 
rely  upon  any  such  terms  or  provisions  or  option  on  any 
future  occasion. 

Article  18  -  BANKRUPTCY 

Either  party  may  terminate  this  Agreement  by 
notice  in  writing  in  the  event  that  the  other  makes  an 
assignment  for  the  benefit  of  creditors,  or  admits  in 
writing  inability  to  pay  debts  as  they  mature;  or  a  trustee 
or  receiver  of  the  other,  or  any  substantial  part  of  the 
other's  assets,  is  appointed  by  any  court;  or  a  proceeding 
is  instituted  under  any  provision  of  the  Federal  Bankruptcy 
Act  by  the  other,  or  against  the  other,  and  is  acquiesced  in 
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or  is  not  dismissed  within  60  days  or  results  in  an  adjudica- 
tion in  bankruptcy. 

Article  19  -  ENTIRE  AGREEMENT 

This  Agreement  constitutes  the  entire  agreement 
between  AT&T  and  Contractor  with  respect  to  the  subject 
matter  hereof  and  shall  not  be  amended  or  modified  without 
specific  written  provision  to  that  effect,  signed  by  both 
parties.     No  oral  statement  of  any  person  whomsoever 
shall,  in  any  manner  or  degree,  modify  or  otherwise  affect 
the  terms  and  provisions  of  this  Agreement. 

Article  20  -  AUDIT 

With  the  exception  of  fixed  charges  agreed  upon 
herein.  Contractor  shall  maintain  complete  records  of  all 
costs  reimbursable  by  AT&T  under  the  terms  of  this  Agreement. 
All  such  records  shall  be  maintained  in  accordance  with 
recognized  accounting  practices  and  shall  be  retained  for  a 
period  of  two  (2)  years  following  the  completion  or  earlier 
termination  of  the  project.     AT&T  shall  have  the  right, 
through  its  accredited  representatives,  to  examine  and  audit 
such  records  at  all  reasonable  times.    The  correctness  of 
Contractor's  billing  shall  be  determined  by  such  audits. 

Article  21  -  SUBCONTRACTING 

Contractor  shall  not,  without  the  prior  written 
consent  of  AT&T,  subcontract  any  portion  of  the  work  covered 
by  this  Agreement,  except  for  the  purchase  of  standard 
commercial  supplies  or  raw  materials  incidental  to  the  work 
to  be  performed. 
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Article  22  -  ARTICLE  HEADINGS 

The  headings  of  the  several  Articles  are  inserted 
for  convenience  of  reference  only  and  are  not  intended  to  be 
a  part  of  or  to  affect  the  meaning  or  interpretation  of  this 
Agreement. 

Article  23  -  SUCCESSORS  AND  ASSIGNS 

This  Agreement  shall  inure  to  the  benefit  of,  and 

shall  be  binding  upon  the  parties  hereto  and  their  respective 

successors  and  permitted  assigns. 

IN  WITNESS  WHEREOF,  the  parties  hereto  have  caused 
this  Agreement  to  be  executed  by  their  respective  duly 
authorized  representatives  as  of  the  day  and  year  first 
above  written. 
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INPUT 


PARK  80  PLAZA  WEST-1 ,  SADDLE  BROOK,  NEW  JERSEY  07662         (201 )  368-9471 

March  22,  1983 

Mr.  Don  Lyons 

Mr.  Ken  Dotsky 

ATTIX  Internnediary  Marketing/Sales 

295  North  Maple  Avenue 

Rm  I7-2349H2 

Basking  Ridge,  NJ  07920 

Gentlemen: 

It  was  a  pleasure  meeting  with  you  on  Monday,  March  21  to  discuss  your  requirements 
for  consulting  services.  That  meeting  combined  with  our  review  of  your  needs  forms 
the  basis  for  this  brief  proposal. 

INPUT'S  UNDERSTANDING 

o  INPUT  understands  that  ATTIX  Intermediary  Marketing  has  developed  over  a 
period  of  several  months  a  general  plan  and  a  number  of  segment  plans 
targeting  the  activities  of  intermediaries.  While  the  specific  objectives  of 
these  plans  reflect  the  complexities  of  the  markets  addressed,  their  general 
purpose  is  to  stimulate  the  use  of  ATTIX  services  and  to  develop  stronger 
relationships  with  key  inf luentials.  While  there  are  approximately  twelve  such 
groups  in  the  division,  ATTIX  management  has  selected  for  review  and 
verification  the  strategies  of  four  specific  segments.  These  segments  ore: 

Date  Customer  Premise  Equipment 

Office  Systems 


Information  Services 


Consultants 

ATTIX  wishes  to  review  and  verify  tine  strategies  of  these  four  groups  with  an 
external  consultancy  knowledgeable  in  these  markets.  ATTIX  wishes  to  obtain 
an  independent  response  to  each  of  the  four  segment  strategies  on  such  issues 
as: 

Appropriateness  of  segmentations 
Criteria  for  target  vendor  selection 
Feasibility  of  joint  activities 

Perceived  benefits  and  incentives  of  a  relationship  with  ATTIX 
Risks  inherent  in  proposed  strategies 
General  feasibility 

Additional  concepts  to  be  provided  by  the  consulting  organization 

Additionally,  ATTIX  wishes  to  obtain  Industry-specific  information  to 
supplement  its  substantial  market  research  undertaking  in  such  areas  as: 

Probable  vendor  stretegies 

Timing  of  technological  change 

Market  readiness 

Emerging  market  leaders 

Undiscovered  potential  opportunities 

Product  and  techrKjIogy-specific  questions  of  known  impact 


JNPUT'S  PROPOSAL  TO  MEET  ATTIX  NEEDS 


To  meet  ATTIX  requirements  INPUT  proposes  a  brief  engagement  encompassing 
approximate iy  ten  days  of  contact  time  to  be  allocated  as  follows. 

Two  book-end  meetings  with  division  management,  each  of  a  half-day 
duration  at  the  onset  and  conclusion  of  the  engagement  to  brief  the 
consultant  initially  and  to  provide  ATTIX  management  an  overview  at 
the  conclusion. 

Two  days  allocated  to  each  segment  for  testing  and  verification  of 
segment  strategy  and  to  address  the  specific  Informational 
requirements  of  segment  managers.  It  is  expected  that  the  specific 
apportionment  of  each  two  day  "slice"  will  be  largely  a  function  of  the 
state  of  each  segment  strategy  and  the  informational  needs  of  the 
segment  manager. 

Two  meetings  are  contemplated  with  each  segment  manager,  the  first  a 
presentation  of  the  strategy  beyond  the  written  document  to  be 
provided  and  an  elaboration  of  key  informational  needs  as  seen  by  the 
manager.  The  second  meeting  will  include  the  consultant's  review  of 
the  strategy  along  the  lines  indicated  in  the  ATTIX-provided 
"SEGMENT  INFORMATION  NEEDS"  and  responses  to  the  information 
needs  of  the  manager  to  the  extent  such  information  is  readily  available 
to  INPUT. 

The  tenth  day  is  a  "floating"  day  to  be  allocated  as  the  engagement 
conditions  dictate.  Possible  uses  include  a  group  meeting  to  discuss 
issues  common  to  all  segments,  potentials  for  intersegment  cooperation 
or  other  common  points.  Another  possibility  is  to  devote  the  day  to 
"extra"  work  on  a  specific  segment  strategy. 

o  In  addition  to  the  ten  contact  days  spread  over  a  period  of  four  to  six 

weeks,  INPUT  expects  to  devote  further  time  to  the  analysis  of  the 
written  materials  to  be  provided  by  ATTIX,  research  time  to  key 
Informational  questions  and  time  in  documentation  of  the  engagement. 


SCHEDULE  &  FEES 

o  Consistent   with    ATTIX   requirements,   we   are   prepared   to  start 

immediately  with  a  review  of  written  material  and  anticipate  conclusion 
of  the  engagement  late  in  the  month  of  April  1983.  The  fee  for  the 
proposed  engagement  is  $  1 3,330.00  which  is  payable  in  two  installments,  one 
half  at  the  wiset  of  the  engagement  and  the  second  half  at  its  completion. 
Each  Installment  is  $6,665.  Travel  and  duplication  expenses,  if  any,  will  be 
billed  at  completion  of  the  engagement  and  at  documentable  cost. 

CONCLUSION 

o  We  at  INPUT  look  forward  to  working  with  ATTIX  on  this  most  interesting 

engagement.  Should  you  have  any  questions  please  do  not  hesitate  to  contact 
the  undersigned.  If  the  proposal  is  satisfactory  as  presented  please  sign  in  the 
space  provided  and  return  a  copy  to  the  letterhead  address. 


D.  W.  Fostle 
Principal  Consulant 
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PARK  80  PLAZA  WEST-1 ,  SADDLE  BROOK,  NEW  JERSEY  07662 


(201)368-9471 


March  22,  1983 


Ms.  Rae  Feldman 

Staff  Manager-Market  Assessment 

ATTIX  Marketing 

AT&T  5128B2 

295  N.  Maple  Avenue 

Basking  Ridge,  NJ  07920 

Dear  Ms.  Feldman: 

INPUT  is  pleased  to  present  for  your  consideration  its  responses  to  your  request  for 
proposal  covering  the  development  of  selected  Industry  Profiles.  Your  efforts  and 
tiiose  of  Mr.  Jones  in  explaining  to  us  the  purpose  and  use  of  the  profiles  is  greatly 
appreciated. 

We  have  developed  for  your  examination  a  proposal  which  we  believe  meets  your 
needs  as  we  understand  them  and  is  also  flexible  and  cost-effective.  Under  the  terms 
of  the  proposal  ATTIX  Market  Assessment  receives: 


Complete  flexibility  in  the  assignment  and  scheduling  of  the  Segment 
Profiles. 

Proprietary  professional  expertise  in  several  key  industries. 

Experienced  and  fully  professional  research,  analytical  and  writing 
services. 

High  cost-effective  pricing. 


We  look  forward  to  discussing  soon  the  many  benefits  of  working  with  INPUT  on  this 
critical  project.  Should  you  have  any  questions  or  need  for  further  elaboration  on  any 
point,  please  do  not  hesitate  to  call. 


D.  W.  Fostle 
Principal  Consultant 
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'introduction 

o  INPUT  understands  that  ATTIX  Market  Assessment  wishes  to  obtain  a  series  of 
seven  "Market  Segment  Profiles"  of  selected  industries.  These  industries  have 
been  chosen  by  ATTIX  for  initial  examination  as  a  part  of  a  much  larger 
planning  process.  While  there  are  many  specific  criteria  for  the  creation  of 
the  profiles,  we  believe  that  the  major  requirements  may  be  summed  as 
follows: 

Rapid  completion  consistent  with  high  quality. 

Thorough  yet  concise  analysis. 

Accurate  and  consistent  data  across  all  industries. 

Strong  emphasis  on  industry  issues  as  they  relate  to  communications 
usage. 

Well-organized,  readable  and  consistent  format  common  to  ail 
industries. 

o  INPUT  believes  that  its  extensive  experience  in  the  analysis  of  the  information 
services,  data  processing  and  data  communications  needs  of  U.S.  industry 
makes  our  firm  a  logical  choice  for  this  task. 

INPUT  QUALIFICATIONS 

o        Among  our  qualifications  for  the  assignment  are  the  following: 

As  a  part  of  its  regular  subscription  services  INPUT  tracks  and  analyzes 
several  of  the  industries  of  interest  to  ATTIX.  These  include 
Information  Services,  Banking  and  Securities. 
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INPUT  currently  has  or  has  had  as  clients  for' its  subscription  programs 
and  custom  studies  firms  from  all  seven  segments.  As  a  result,  INPUT 
has  first-hand  experience  with  the  issues  in  each  industry  as  they  affect 
data  processing  communications  requirements. 

INPUT  has  on  staff  persons  whose  personal  experience  covers  the 
Information  Services,  Banking  and  Securities  segments  as  well  as 
Insurance  and  Health  Care. 

In  the  Transportation  and  Utilities  sector  INPUT  has,  through  its 
relationships,  access  to  managers  and  professionals  practicing  in  these 
fields  whose  expertise  may  be  called  on  as  required. 

INPUT  maintains  an  extensive  research  library  with  government 
statistical  and  economic  data  covering  virtually  all  major  industries. 

INPUT  has  access  to  a  variety  of  on-line  databases  with  bibliographic, 
statistical  and  financial  information  on  firms  in  the  seven  ATTIX 
segments.  This  on-line  access  should  speed  the  development  of  profiles 
significantly. 

INPUT  has  on  staff  two  researchers  with  Master  of  Library  Science 
(MLS)  degrees  who  are  fully  familiar  with  public,  semi-public  and 
governmental  research  sources  and  services. 

INPUT  has  on  staff  graphic  artists  and  an  editor  with  an  advanced 
degree  whose  role  shall  be  to  ensure  a  high  standard  of  data 
presentation  and  exposition  in  any  Segment  Profile  produced  by  INPUT. 

INPUT  has  available  relevant  proprietary  data  on  communications 
applications  in  several  segments  gained  through  previous  studies. 

o        In  sum,  INPUT  believes  that  it  is  well-qualified  to  undertake  either  the 
complete  assignment  or  substantial  portions  of  it  since  we: 
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Have  very  significant  experience  in  several  of  the  target  segments. 

Are  organized  to  conduct  research  and  create  reports  of  high  quality 
with  the  utmost  efficiency  as  a  routine  part  of  our  business. 

PROPOSED  METHOD 

o  INPUT  accepts  as  operating  guidance  and  includes  by  reference  the  two 
ATTIX-supplied  documents  entitled  "Specification  for  Industry  Profiles" 
(undated)  and  the  "Market  Segment  Profile  Guidelines"  (3/1 1/83)  as  a  part  of 
this  proposal.  Specifically,  INPUT  will: 

Work  closely  with  ATTIX  management  to  develop  a  fully  satisfactory 
outline  and  format  for  the  Generic  Profile  including,  but  not  limited  to, 
content,  organization  and  graphics. 

Analyze  and  re-format  ATTIX-provided  "First  Look"  information  for  all 
segments  assigned  to  INPUT. 

Identify  significant  omissions  of  data  and  issues  in  each  assigned 
segment  and  supply  appropriate  data  and  analyses. 

Update  data  and  issues  in  assigned  segments  where  more  recent  data  is 
available. 

Complete  each  profile  on  a  timely  basis  according  to  a  mutually 
agreeable  schedule. 

Provide  concise  weekly  reports  of  progress  against  the  agreed  schedule. 

Make  all  possible  efforts  to  ensure  the  consistency  and  timeliness  of 
data  used  in  all  assigned  segments. 
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Document  in  appropriate  bibliographic  forrrv  all  information  sources 
and  provide  substantiating  data  in  the  form  of  original  source  material 
as  appropriate. 

Consult  with  ATTIX  management  regarding  industry  practice  and 
competitive  behavior  in  the  many  areas  where  INPUT  has  special 
knowledge. 

Employ  where  appropriate  the  findings  of  prior  INPUT  studies  in 
information  services,  data  processing  and  telecommunications.  INPUT 
proprietary  data  is  available  from  no  other  source. 

Produce  finished  documents  to  a  high  standard  using  in-house  INPUT 
editorial  and  graphics  personnel.  Finished  documents  may  be  produced 
in  any  quantity  required  at  reasonable  rates.  This  proposal  includes 
production  costs  for  three  copies  of  each  document, 

o  In  conclusion,  INPUT  maintains  that  it  is  well-suited  by  experience  to  assist 
ATTIX  in  the  development  of  the  Generic  Profile  and  in  the  execution  of  the 
specific  industry  profiles. 

PERSONNEL 

o  INPUT  will  assign  production,  graphics  and  research  personnel  dependent  on 
timing,  size  of  award  and  scheduling  fronn  its  staff  of  fifty  persons,  as 
appropriate.  However,  ATTIX  can  be  assured  of  the  extensive  participation  of 
the  following  individuals  in  specific  capacities. 

o  Project  Leadership;  Don  Fostle,  Principal  Consultant.  Mr.  Fostle  has  more 
than  twelve  years  of  experience  in  strategic  planning,  product  planning, 
market  analysis  and  market  research.  In  the  course  of  that  experience  he  has 
executed  in-depth  studies  in  several  relevant  industries  including  Information 
Services,  Banking,  Securities  and  Telecommunications.  He  has  extensive 
experience  and  training  in  market  analysis,  financial  analysis  end  product 
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.planning.  Primary  previous  ennployers  have  been  Automatic  Data  Processing 
and  Burroughs  Corporation.  Recent  studies  by  Mr.  Fostle  include  Value-Added 
Networks,  Telecommunications  Usage  Patterns  in  Large  Corporations  and 
Telephone  Company  Use  of  Information  Services. 

Mr.  Fostle  will  be  the  primary  contact  with  ATTIX  for  this  engagement  and 
will  supervise  and  quality  control  the  activities  of  other  personnel.  In  addition 

Mr.  Fostle  will  personally  produce  at  least  one  (and  perhaps  several)  of  the 
Segment  Profiles  dependent  upon  the  timing  and  extent  of  the  work  awarded. 

Project  Specialist;  Tom  O'Flaherty,  Senior  Consultant.  Mr.  O'Flaherty  will  be 
Involved  In  the  development  of  Segment  Profiles  for  Health  Care  and 
Insurance.  Among  his  twelve  years  of  experience  is  employment  as  the 
Assistant  Commissioner  for  Information  Systems,  New  York  State  Health 
Deptartment  and  Deputy  Director,  New  York  City  Health  and  Hospitals 
Corporation.  Mr.  O'Flaherty  has  also  performed  studies  at  INPUT  in  the 
specialized  areas  of  Insurance  data  processing. 

o  Project  Specialist;  John  McGann,  INPUT  Associate.  Mr.  McGann  is  formerly 
the  Vice  President  of  Systems  Planning  at  Chose  Manhattan.  With  25  years  of 
experience  in  banking  and  finance,  Mr.  McGann  is  highly  familiar  with  key 
industry  issues  and  has  extensive  planning  experience  in  Cash  Management, 
Electronic  Funds  Transfer  and  other  areas  involving  critical  issues  in  today's 
banking  environment. 

o  Project  Researcher:  Robert  Berntsen,  Research  Analyst.  With  a  Masters  in 
Library  Science  and  eleven  years  experience  covering  business  information 
research  methods  and  military  intelligence,  Mr.  Berntsen  is  well-qualified  to 
perform  the  bosic  research  requirements  in  all  seven  segments  required  by 
ATTIX.  He  is  fully  familiar  with  public,  semi-public,  private  and  trade 
association  information  sources  and  their  applications  to  information  tasks. 

Schedule  and  Fees 

o  INPUT  recognizes  the  need  for  timely  execution  of  the  engagement  consistent 
with  standards  of  the  highest  quality.  Accordingly,  we  will  work  closely  with 


jATTlX  Market  Assessment  project  leadership  to  develop  a  satisfactory 
schedule.  Preliminarily,  we  estimate  that  approximately  90  to  110  days  will 
be  required  to  complete  all  Segment  Profiles.  The  order  in  which  the  profiles 
are  developed  may  be  set  to  deliver  high-priority  profiles  early  in  the 
engagement.  A  precise  schedule  can  be  developed  subsequent  to  the  award  of 
any  or  all  segments. 

Regarding  fees,  INPUT  has  developed  a  unique  "sliding  scale"  pricing  proposal 
which  passes  through  to  ATTIX  the  economies  of  scale  which  derive  from 
developing  larger  numbers  of  Segment  Profiles.  This  arrangement  may  prove 
very  beneficial  to  ATTIX  since  development  of  the  seventh  and  final  profile 
has  on  incremental  cost  of  only  $6,500.  Economies  of  scale  accrue  in  two 
ways: 

Reduced  administrative  burden  per  Segment  Profile. 

Research  efficiencies  are  passed  through  since  it  is  not  materially  more 
expensive  to  obtain  data  on  seven  industries  than  it  is  on  three  when 
sources  ore  consistent. 

Accordingly,  INPUT  presents  the  following  pricing  schedule: 

#  of  Profiles  Total  Cost  Incremental  Cost 


1 

$17,500 

2 

$34,000 

$16,500 

3 

$49,500 

$15,500 

$62,000 

$12,500 

5 

$72,500 

$10,500 

6 

$81,000 

$  8,500 

7 

$87,500 

$  6,500 

a 


o  Under  this  proposal  ATTIX  may,  at  its  option,  assign  any  connbination  of 
■Segment  Profiles  to  INPUT  independent  of  the  current  state  of  development  of 
the  profiles.  The  above  changes  encompass  all  services  as  outlined  under 
"Proposed  Method"  in  this  document.  There  are  no  other  charges  with  the 
possible  exception  of  on-line  search  charges  for  bibliographic,  economic  or 
financial  data  and  travel  beyond  the  New  York  Metro  area.  Such  charges,  if 
any,  will  be  passed  through  at  cost  and  will  be  estimated  before  they  are 
incurred. 

The  fee  for  the  number  of  segments  elected  by  ATTIX  is  payable  in  two  equal 
installments,  one  half  at  the  onset  of  the  engagement  and  one  half  at  completion. 
On-line  and  travel  expenses,  if  any,  will  be  billed  at  completion  with  documentation. 

CONCLUSION 

We  at  INPUT  look  forward  to  working  closely  with  Market  Assessment  project 
leadership  on  this  most  challenging  engagement.  Given  its  inherent  complexity  and 
strategic  significance,  we  stand  ready  to  devote  our  full  efforts  and  substantial 
resources  in  research,  analysis,  graphics,  production  end  industry  expertise  to  meet 
the  needs  of  ATTIX.  INPUT  is  prepared  to  commence  work  on  the  assignment 
immediately. 

SEGMENT  PROFILES  ASSIGNED  TO  INPUT 

Securities  Industry 
Transportation  Industry 
Utilities  Industry 
All  Seven  Industries 


Banking  Industry 
Health  Care  Industry 

Information  Services 
Insurance  Industry 


AUTHORIZED  BY:  ATTIX 


ACCEPTED  BY:  INPUT 


